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SANDALWOOD 


Distilled at Linden, y\ . U. S. A., by 


W. J. BUSH & CO. 


(INCORPORATED) 


from selected Mysore heartwood [Santalum Album Linné] 


NET WEIGHT 25 POUNDS 








Genuine Mysore Sandalwood Oil distilled from 
selected Mysore heartwood is recognized as the 
standard of quality by leading Perfumers the 


world over. 


Sole Agents for 
the United States The delightful effect imparted by genuine Mysore 


W. J. BUSH & CO., | ° ° ° ° 
New York oil cannot be satisfactorily duplicated by natural 


* o " 
Sul eae or synthetic material from any source. 


for Canada 


W. J. BUSH & CO. (In original sealed and serially numbered 
(Canada) Ltd. . 
Montreal, Canada containers only.) 


“YE Ofdefte Sffence Piftilftrs” 


W. J. BUSH & CO. 


INCORPORATED 
Essential Oils .. Aromatic Chemicals .. Natural Floral Products 
1! EAST 38TH STREET, NEW YORK, N. Y. 


Linden, N. J. National City, Colif. 
London Mitcham Widnes 
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PRODUCED AT OUR BROOKLYN FACTORY 


OILS 


CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 


ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
CITRONELLOL SANDALWOOD 


PATCHOULY 


STYRAX 
CASCARILLA 


also 


LINALOOL CITRAL EUGENOL 


RHODINOL 























RESIN LIQUIDS 


OLIBANUM STYRAX 

















LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 


ORRIS TONKA 


Essential Oils e Aromatic Chemicals e Perfume Materials e Colors 


OFFERING ROSE ABSOLUTE 


STEP 


* 





S uleifiees 


OF QUALITY AND UONIFORMITY 
NOW READILY AVAILABLE 


FOR SOAPLESS, NEUTRAL AND ACID EMULSIONS 


TEGIN- Glyceryl Monostearate — Self emulsifying. For neutral 
greaseless creams, lotions and ointments. 


T E ts ACID — Glyceryl Monostearate — Acid emulsifying. 


For greaseless anti-perspirant creams and ointments, 


TEGIN P- Propylene Glycol Monostearate — Self 


emulsifying. For brushless shave creams, greaseless creams, 
lotions, ointments and cosmetic stockings. 


TEGIN Dao — Glyceryl Monostearate — 


Non-emulsifying. 


PRESERVATIVES Esters of Parahydroxybensoic Acid 
TEGOSEPT E TEGOSEPT M TEGOSEPT P_ BENZYL TEGOSEPT BUTYL TEGOSEPT 


GPapcostossoatoatoatoatodioecedeecoaroainasoezeeceecoazoasneseeneece eco sce eseezeetoetoaseetoeteeto aioe 


LANOLIN ABSORPTION BASES 
PROTEGIN X—For Nite Creams and Ointments. 
1SO-LAN—For Creams, Lotions and Ointments. 


GOLDSCHMIDT 


C H E M CAL COR PORAT I O 
153 eld PLACE, NEW YORK 14, N. Y. 
SALES REPRESENTATIVES 


MONTREAL BOSTON LOS ANGELES CHICAGO ST. LOUIS TORONTO 
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“SO 


LIKE THE PROVERBIAL OAK, Avon Allied Products, 
Inc. has its roots deep-down... nourished in the basic 
traditions of our industry. Firmly foundationed on 
the founder’s ideals of integrity, sincerity and crafts- 
manship, the Company has flourished and matured 
into the largest manufactory of Private Brand Cos- 


metics in the world. 


Today, Avon Allied’s branches extend from coast to 
coast and into Canada to serve you more efficiently. 
Yet, its efficiency is never dissipated by over-eager 
attempts to serve a vast number of clients, lest the 
results fall short of the Company’s purpose: To pro- 


duce and assemble products built to the highest 


A GREAT OAK +++ 


standard known to the American cosmetic industry. 


When you are considering improving a product or 
creating a new one, it is good to know these things 
about Avon Allied. Take advantage of the opportu- 
nity to use the superior facilities and knowledge 
which Avon Allied’s technical staff puts at your dis- 
posal: Men with a wealth of experience and special- 
ized skills and the most modern scientific equipment 


that can be bought or developed. 


By utilizing Avon Allied’s highly specialized service, 
developed during more than sixty years of successful 
operation, you too may confidently look forward to 


the fulfillment of your own long line of “Great Oaks?” 


Aron Med Ppedacts we. 


Makers of the World’s Finest Cosmetics + Private Brand Specialists 
30 ROCKEFELLER PLAZA, NEW YORK 20. N. Y. 
Plant and Laboratories: SUFFERN, N. Y. « PASADENA, CALIFORNIA « MONTREAL, CANADA 
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Gandhara 


Greco-Buddhistic head in the Gandhara style, about 300 A. D. 


Greco-Buddhist art. A “blend” 
between East and West! Our 
GANDHARA represents an un- 
usual blend between Oriental 
and Modern Western bouquets. 
It can be accentuated in either 
direction or used “straight” as a 


base or finished odor. 


POLAK & SCHWARZ INC. 


New York: 667 Washington St. Chicago: 400 W. Madison St. 
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Try this Formula 
of the Month! 


Here’s an All-Purpose Cream in which two of the new Atlas 





modified lanolins are used as emulsifiers, enabling the cosmetic 
technologist to reduce the amount of anhydrous lanolin used 


and at the same time add emollience! 





Stearic Acid (triple pressed) . . 15.0% 


Beeswax; white ....6+6s+:s 20% 
A Lanolin (anhyd.). ....... 10% 
Mineral O1l65/75 . . + « » + 25.0% 
Atlas G-1425 Modified Lanolin. 5.0% 
Atlas G-1441 Modified Lanolin. 1.0% 
GO bain Se 
i B ee ree + 
Preservative . 2.2. +s. seee-e q-s. 
Cc Perfume ... 2. cesses q-s. 


Preparation: Bring (A) to 70° C. Bring (B) to 72° C. 
Add (B) to (A) slowly and under continuous agitation. 
Perfume at 45° C. Stir until after cream has set. Pack. 
*Arlex is an Atlas commercial sorbitol solution here employed as a 


humectant and to provide smooth emulsion inversion (O/W to W/O) 
during application. 


Write for your copy of this valuable 
book on your company stationery 


Investigate to the fullest the possibilities of this formula. . . 


I 


consider the advantages of adapting it to your requirements. 
This is Atlas Formula 110, just one example of the scores of 
formulas you'll find in the newest revision of the Atlas book 


DruG AND CosMetic EMULSIONS. 

















| ypuG AND 
| cgsMene 
\ gMursiOns | 


These Atlas formulas help you keep abreast of the newest 






developments in cosmetic chemistry . . . offer you a guide to 
new opportunities. Here you might find just what you have 
been looking for to help you improve the cosmetic elegance of 
an old favorite. Or you may find data that 


will give you ideas for entirely new and dif- 


point the way to new and better production 


ferent products—or helpful hints that may 
methods through the use of the versatile 


series of Atlas emulsifiers. 








INDUSTRIAL CHEMICALS DEPARTMENT ARLEX—Reg. U. S. Pat. Off. 


ATLAS POWDER COMPANY, WILMINGTON 99, DELAWARE ¢ OFFICES IN PRINCIPAL CITIES ¢ CABLE ADDRESS + ATPOWCO 
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tacstoertines 


ARE MADE WITH 


PERFUMERY 
MATERIALS 


D & O can supply either the finest 
in raw materials or in perfume compounds, 
depending on the particular requirements 

of the creative perfumer. 






vy ARCANA A modern floral character with a Rose-Muguet note 
Y¢ CHENE 934 An Oriental in which a floral and a mossy note is blended 
yy ORIENTAL 3750 The ideal dry and woody Oriental Perfume 


¥ PAQUITA The modern and ever popular lively floral fragrance 


1X¢3) DODGE & OLCOTT INC. 


asa ee 180 Varick Street » New York 14, N. Y. 
ATLANTA » BOSTON « CHICAGO « CINCINNATI « DALLAS « LOS ANGELES « PHILADELPHIA « ST. LOUIS *« SAN FRANCISCO 


ESSENTIAL OILS + AROMATIC CHEMICALS + PERFUME BASES + VANILLA + FLAVOR BASES 
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LIKE THE FLAVOR 
OF A FRESH-CUT 
LEMON.... 


When it’s Jemon you want, Exchange is 
the Oil! 

More than 80% of all the lemon oil used 
in the United States is Exchange Lemon 
Oil. This overwhelming endorsement by 


the trade is your assurance that Exchange 


March, 1949 


Lemon Oil delivers flavor... clarity 


and wniformity not found in any other 
Lemon Oil. 


Always specify it by the brand name 
when you order — Exchange Oil of 
Lemon. And to insure your satisfac- 


tion, accept no other brand. 


Distributed in the United States exclusively by 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 
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BRIDGEPORT 
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(Quality "om 


METAL CONTAINERS 


and 


CLOSURES 


by 


BRIDGEPORT 


Vanities Powder Boxes 
Jar Caps Perfume Vial Cases and Caps 
Bottle Caps Lip Brushes 
Dry and Paste Rouge Cases Drawn Talc Containers 


Lipstick Containers—Swivel, Slide, Automatic 


and 


Other Special Metal Products for the Cosmetic Industry 


THe Brioceport Metat Goops Mec. Co. 


Established 1909 CONN. 
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These solid polyethylene glycols have special utility because of the following properties: 
White in color—transparent in solution 
Inert—to many pharmaceuticals and chemical reagents 
Soluble—in water and most organic compounds (except aliphatic hydrocarbons) 


Versatile—can be blended with each other or with other glycols, alcohols, and esters 
to meet your specific requirements 


Ty pical Uses 


Cosmetics—improved consistency and water-solubility of CarBowax 
compounds make possible better appearance and performance for 
many types of cream-bases. 


Ointments — water-solubility, blandness, and inertness frequently 
promote the action of ingredients in pharmaceutical preparations. 
(Suitable for use in many products for topical application.) 


Many Other Uses 


The water solubility and inertness of CarBowAx compounds offer 

decided advantages in the manufacture and use of water paints, 

paper coatings, water-soluble crayons, polishes, ceramics, adhesives, 
Offices in Principal Cities and metal drawing compounds. 


" , : ; : ‘ 
al ceammeaes Would you like to have more information on these versatile, water- 


soluble waxes? Write for the booklet “Carsowax Compounds” which 
contains detailed information on physical properties, suggested uses, 
“CARBOWAX” is a registered trade-mark of C&CCC. and formulations. When writing, please address Dept. G-3. 


Carbide and Carbon Chemicals, Limited, Toronto 
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| 


Felton offers the creative perfumer a ready source for all 
AROMATIC CHEMICALS, even the most unusual— 
and manufactures them to meet individual specifications. 


WRITE US YOUR REQUIREMENTS 


JE" > 
" FELTON CHEMICAL COMPANY, INC. 


iat MANUFACTURING CHEMISTS 
LY 599 JOHNSON AVE., BROOKLYN 4, N. Y. 


Aromatic Chemicals + Perfume Oils + Deodorizing Chemicals «+ Essential Oils 









1923 + 1948 
A Roark Century 
Aehievement 


BRANCHES IN BOSTON «+ PHILADELPHIA + SAN FRANCISCO + LOS ANGELES « ST. LOUIS * CHICAGO * MONTREAL « TORONTO 





& Essential Oil Review March, 1949 187 









A NEW DEVELOPMENT 


March, 1949 






She never heard of 
carrageenin... 


Read how this basic ingredient of 
Kraystay helps produce better wave 
sets, better permanent waving fluids 


Just the right body—not too thick, not overly 
thin—is mighty important in wave sets and 
permanent w aving fluids . . . to make applica- 
tion easy, even and thorough ... to prevent 
stre ~aking or matting. 

Carrageenin, in the highly refined form Kraft 
uses in “Kray. stay, prov ide 8 exceptionally fine 
control in the making of solutions of any desired 
viscosity. Moreover, Kraystay-made solutions 
are stable. Thus, with Kraystay, you can easily 
obtain just the right body . .. and maintain it 
until your product is all used up. 

Kraystay is important to you in another w ay. 
Because it forms a protective ‘film over the hair, it 
helps prevent splitting and burning. And Kray- 
stay leaves no unsightly scales tomar hair beauty. 

By varying the proportions, Kraystay will 


GELOSE FROM THE SEA! 
The clear, pure vege- 
table gelose used in 
making Kraystay comes 
from these minute 
fronds of edible Irish 
moss. Taken from the 
clean cold ocean floor, they form the 
basis of this consistently efficient sta- 
bilizer whose uniform high quality is 
guarded by modern, scientific labora- 
tory controls. 








show unusual stabilizing, emulsifying, 
thickening, suspending or gelling proper- 
ties in cosmetics and pharmaceuticals of 
medium or low acidity. 

Kraystay 16-8 is an excellent base for 
hair preparations, creams or pastes. With 
the inden of potassium chloride, it 
retains high gel strength at temperatures 
up to 240° F. Kraystay 16-14 combines 
low viscosity with excellent gel strength. 

To find out more about ‘Kraystay, call 
or write Kraft today. Please state the 
nature of your product. Kraft Foods 
G sompany, ‘De pt. AP-10, 500 Peshtigo 
Court, Chicago 90, Ill. 


NEW! NEW! 


Two new additions to the Kraft line 


of quality stabilizers: 
Kraft Blue Label edible Algin 
Kraft Blue Label non-edible Algin 





KRAYSTAY 


MADE BY KRAFT 


IN VEGETABLE STABILIZERS 
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PUTTING YOU on the 





ee 










ROSE 131 The true aroma of natural rose petals can 


be imparted to your creams, lotions and toilet waters with this 














new aromatic — a product of Verona research. 

Stable, lasting, free from discoloration, it may also be used as 
an ingredient in the compounding of other odors to add sweetness 
and enhance the floral effect. 

Though moderately priced, it will add tone and quality to 


your product. 


RESEDALIA A single chemical having the note 


of Reseda Mignonette. 


SLL ern ee 


Clean, fresh, stable, it blends well with the lonones to give 


an interesting note to many types of perfume. 


‘The neint aolls the product 


OTHER VERONA SPECIALTIES INCLUDE: 
CYCLAMAL AMUSKAL 

FLORANOL IONONE KETONE 

METHYL IONONE ROSANOL 











sda 
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ODA >< ODD L>LOD><EICODAD 
GERARD J. DANCO, INC. 


5 EAST 19th STREET e NEW YORK 3, N. Y. 


TELEPHONE: OREGON 3-6790 CABLE ADDRESS: CODAN, N. Y. 


FINE ESSENTIAL AND FLORAL OILS 
AROMATIC CHEMICALS 
MUSK—CIVFT—AMBERGRIS 


Exclusive Agents in the _— 
United States, Canada and Mexico for 


CAMILLI, ALBERT & LALOUE, S.A. 


GRASSE, FRANCE 


and 


ETABLISSEMENTS VICTOR HASSLAUER 
PARIS, FRANCE 


“Danco Quality Guaranteed by Reputation” 


NEW YORK CHICAGO MONTREAL PARIS 


g GPG Ga>Gp* : 
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Better Values 


= 
Kae The word ‘“‘value” is an indeterminate factor and we 
aes only know that we do give better value because our 
aaa customers, over a period of years, have insisted that 
(wl) no one has been able to combine the ability to supply 
Erin quality perfume oils scientifically selected for their 
v specific needs as effectively as our organization. 


We don’t expect everyone to believe this, but we 
do invite your investigating it. Confidence is based 
on a knowledge of an ability to perform. Let us 
show you why so many progressive manufacturers 
in the perfume and cosmetic industry say ‘Be Sure 
with Syntomatic.”’ 





SYNTOMATIC CORPORATION 


144 EAST 32nd STREET NEW YORK 16, NEW YORK 
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TOMBAREL PRODUCTS CORPORATION 


Natural and Aromatic 
Materials 





PERFUMES 
SOAPS 
COSMETICS 


| 
Sole American Representatives 
for TOMBAREL FRERES, GRASSE 


Absolute Supreme Flower Essence 
Surfine Essential Oils 


Resinoids 


PRODUCTS CORPORATION 
12 East 22nd Street . New York 10 
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A SMART COSMETIC CHEMIST 
A GOOD CHELATING AGENT — 
WHAT CAN THIS COMBINATION MAKE ? 


Soap shampoos which will not cloud, which will lather 
faster, clean better and rinse easier in soft or hard water. 


Better bath oils, lather type shave creams, skin cleanser, 
neutral hair rinses. 


Cuticle remover and other alkaline solutions which will 
not become turbid in glass. 


Germicides which will not be affected by hard water. 
@ Dentifrices with improved tartar solvent action. 


e Sulfonated oils, soaps and solubilized oils stable against 
oxidation. 


FOR COMPLETE INFORMATION ON A REALLY GOOD CHELATING AGENT 
WRITE FOR FACTS ON 


SEQUESTREWE™ 


a water-soluble organic deionizing agent for heavy 
metal and alkali earth ions, available as the technically 
pure acid (for making potassium and amine salts), di- 
sodium and tetrasodium salts of 


ETHYLENEDIAMINE TETRA ACETIC ACID 


HOOCCH,, /CH2COOH 
NCH2CH2N. 
HOOCCH, CH,COOH 


*U. S. Patents 2,130,505 and 2,240,957 


ALROSE CHEMICAL CO. 
Wanufacturing and Research Chemists 


BOX 1294C * PROVIDENCE 1, RHODE ISLAND 
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ATLANTA 


CIUDAD TRUJILLO 





Basic rincip es 


It has taken a great deal of scientific skill, much patience, 
a lot of money and sixty years of constant unrelenting re- 
search and work for Synfleur Scientific Labora- 
tories to earn its enviable reputation for producing only 
highest quality perfumers’ and soapmakers’ materials. 
And eternal vigilance is necessary, both before and after 
we sell our products, to maintain that reputation for the 
quality of our products and also our reputation 
for the interested, complete service we 


strive to render to all of our customers. 


le Scientific Labor alories, Ine —_ Mon ticello,V. Y. 


FOUNDED 1689 BY ALOIS VON ISAKOVICS 


DETROIT + HAVANA + RIO DE JANEIRO + MEXICO, D.F, 
MELBOURNE 


* BURMA * HONG KONG * BOGOTA 


GUAYAQUIL * GUATEMALA CITY * CALCUTTA © 









196 March, 1949 





* ASUNCION * MANILA SAN SALVADOR + 
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WELLINGTON 
MONTEVIDEO 
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F.. really fine flowery fragrance—be it in creams, lotions, 
powders or even extract or cologne strength—you will find that Floralie 
No. 21 gives amazing results at surprisiagly low cost. 

The price of Floralie No. 21 is $7.50 the pound or 60 eents the 
trial ounce, and only by actually examining this new creation can you 
really appreciate its outstanding value—perfume-wise and dollar-wise! 


We shall be glad to send you a testing sample of Floralie No. 21 





upon request. 








COMPAGNIE PARENTO 


INCORPORATED 


CROTON: ON °°’ BUDSOR, NREW FTORres 


NEW YORK DETROIT CHICAGO LOS ANGELES SAN FRANCISCO TORONTO MONTREAL 
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BALSAM PERU 
BALSAM TOLU 


TNS, 


CIVET 
GALBANUM 


ALDEHYDE C-12 MNA 

ALDEHYDE C-14 

ALDEHYDE C-16 
ee BENZYL CINNAMATE 
EUGENOL U.S.P. 
METHYL ISOEUGENOL 
PHENYLETHYL ACETATE 


9. B.PENICh 


SO CHURCH STREET, NEW YORK 7, N. Y. 
Telephone, COrtlandt 7-1970 
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CONTAINING THE ESSENTIAL plus VALUE 





%K S. B. Penick & Company offer a complete line of Aromatic Chemicals 
in addition to their Essential Oils and Perfume Compounds. 
Our manufacturing facilities are unsurpassed in this industry. 
Supervision from source to finished product by highly skilled lab- 


oratory technicians assures you products of highest quality. 


We call your especial attention to the following: 


LABDANUM 
MYRRH 
OAK MOSS 
OLIBANUM 
OPOPONAX 
STYRAX 


PHENYLETHYL ALCOHOL 
PHENYLETHYL PROPIONATE 
PHENYLETHYL SALICYLATE 
PRODUCT *64 

RHODINOL For Soap 
RHODINOL ACETATE 

SAFROL 


VETIVER ACETATE 


Write or wire for quotations and samples in bulk quantities. 






& COMPANY 


735 WEST DIVISION STREET, CHICAGO 10, ILL. 
Telephone, MOHawk 5651 
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Appearances 
can be 


deceiving 


You’d never guess how little it costs 
to package your products in such 
expensive looking containers. 


The trick is in our exclusive 
manufacturing methods which 
permit us to make multi-colored 






finishes and embossed designs on a 
variety of materials mechanically 
and economically. Once you 

see them, you won't believe the cost 
is so surprisingly low. 





Many leading manufacturers 

have given their packages a family 
resemblance through certain 
mechanical or applied designs and 
have still kept within the 
commercial limits on costs. 


So take advantage of these new 
Scovill processes. Re-style your 
packages with the family look 
you’ve always wanted them to have. 
You, too, may discover that 
creative engineering “know-how” 
properly applied to a specific 
problem can increase sales appeal. 


COVILL- i 


@ 


Best-selling brands in 





leading stores have 


Phone or write SCOVILL MANUFACTURING COMPANY, Drug and Cosmetic 


Container Division, 62 Mill Street, Waterbury 91, Conn. A PRODUCT OF SCOVILL 
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Specification of the right perfume is vital 
in the planning of any perfumed product 


destined to live successfully. 


The van Ameringen-Haebler perfume chemists 
will work with you to create the perfume for 


your particular market, a foundation for 


_ beauty and lasting success. 


SiS FOURTH AVENUE, NEW YORK 10, N. Y. 





ESSENTIAL 
AROMATICS 
mel 
FLAVORS 
PERFUMES 
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To Have 
Your Nose 


In Our Business 


ial 
EXOTIC 
PERFUME 


lori f) 


r, ALEXANDER KATZ & CO. Div 
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Editorial 


Comment 


More Comments on 
Trade Practice Rules 


Manufacturers approached the 
Trade Practice Rules meeting in 
Washington on February 10 with 
virtually unanimous objection to 
the definition of the phrase “cus- 
tomer or dealer’ as embodied in the 
rules proposed by the Federal Trade 
Commission. 

A clarification of the term was 
suggested by Philip Layton thus: 
““Customer’ connotes a degree or 
regularity or repetition. A second 
transaction between a seller who is 
not required to sell and a purchaser 
who is not required to buy shows 
that both are pleased with the first 
transaction and establishes the cus- 
tomer relationship that was indi- 
cated by the first. Ordinarily, a 
single transaction between an in- 
dustry member and a dealer might 
not serve to make that dealer a cus- 
tomer of such member, if it involved 
only the minimum quantity in 
which such member dealt. If, how- 
ever, during the period selected by 
the member, a dealer purchased 
twice the smallest amount the in- 
dustry member either had sold or 
delivered at one time during the 
same period to any competing cus- 
tomer, said dealer would be a cus- 
tomer, for, in effect, he would have 
made two purchases and the mem- 
ber two sales. The customer rela- 
tionship that was indicated by the 
‘First’ sale would be established by 
both member and dealer by the 
‘Second.’ ”’ 

On the face of it, this would seem 
to indicate a clarification of what is 
meant by “‘customer or dealer,” but 
it is not so interpreted by the in- 
dustry. Rules that have applied pre- 
viously still apply, and the trouble- 
some “proportionately equal” buga- 
boo is still very much present. 

Mr. Layton’s suggestion came 
toward the end of the session which 
precluded the discussion. Conse- 
quently, a request was made from 
the floor that the meeting be ad- 
journed for a consideration of the 
proposal. 
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free from objectionable odors and discoloring properties—and that give a 
tighter and a more lasting curl. It is for these reasons that Ammonium 
Thioglycollate by Summit is being used in the largest-selling and best- 
known cold wave solutions on the market. 


The superb results obtained by using Ammonium Thioglycollate by Sum- 
mit reflect its unvarying Purity. Purity means complete freedom of the 
material from thio diglycollic acid (thio ether) and iron—an exception- 
ally low content of buffering material, such as dithioglycollic acid, gly- 
collic acid, and salts—the practical absence of heavy metals—only th 
faintest trace of odor. (Experience has shown an existing connection 
tween strong odor and irritating properties. ) 


Ammonium Thioglycollate by Summit is supplied exclusively in ¢ 
trated form. Summit does not supply ready-to-use solutions; either 
or otherwise. Z 


Samples of effective clouding and perfuming materials that have been dé 
veloped for cold wave solutions by Summit will be gladly sent upon ré- 
quest. 


SUMMIT CHEMICAL PRODUCTS CO 
The Largest Prodyé 
AMMONIUM THI 











Vesiderat 


by MAISON G. pENAVARRE 


OIL SOLUBLE ANTISEPTIC 


A principal supplier of quater- 
nary ammonium compounds is now 
offering a 75 per cent isopropanol 
solution of methyldodecylbenzyl! tri- 
methyl ammonium chloride and the 
same thing in a 50 per cent aque- 
ous solution. The isopropanol solu- 
tion is soluble in oils. Its applica- 
tion to such things as baby oil, in 
particular, is a natural. It provides 
a germicidal activity against gram 
positive and gram negative organ- 
isms. 

The supplier 
kinds of tests against a variety olf 
common, dangerous bacteria as well 
as data on the activity of this qua- 
ternary when mixed with alkaline 


reports various 


cleaners or 
such as the phosphates or silicates. 
It is less irritating, in some respects, 
than previously offered material. 
Its deodorizing properties are equal 
against odors like fish, garlic, onion 
and decomposed matter. The ma- 
terial foams less, but has excellent 


sequestering agents, 


rinsing properties. 


PROTEIN HYDROLYSATE 


Recently one of the large suppli- 
ers of lanolin offered a new prod- 
uct containing cystine and methi- 
onine in a hydrolysate, presumably 
derived from hair. The material 
contained an average of 11.8 per 
cent cystine and 15.3 per cent of 
nitrogen. An analysis of the prod- 
uct showed the presence of 16 dif- 
ferent amino acids. It was recom- 
mended for use in a number of 
cosmetics, such as those being ap- 
plied to the skin and hair. 
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Not long after that, one of the 
alcohol companies ran an abstract 
of work that tied in the brittleness 
of fingernails with an insufficiency 
of dl-methionine. According to the 
work reported, the inclusion of a 
considerable amount of dl-methion- 
ine in the diet, was one way of com- 
bating brittleness of nails, resulting 
from the use of strong solvents pres- 
ent in nail polish removers. 

Wiesenfeld recently reported the 
value of an ointment containing a 
protein hydrolysate in the treatment 
of anterior poliomyelitis. After four 
months therapy consisting of mas- 
saging of an ointment containing 
protein hydrolysate into a3 x 4 
inch area of the limb twice a day, 
in twelve children, the circumfer- 
ence of the thigh increased by an 
average of 14 inch with a better 
muscle tone and color. 

Milk has often been recom- 
mended for use in cosmetics in one 
form or another. Whether it was for 
its content of protein or fat or vi- 
tamins or minerals is hard to say. 
In any event, one of the richest 
sources of amino acids is from the 
hydrolysis of milk casein. Perhaps 
it is not a crazy thought to include 
a protein hydrolysate in a cosmetic 
cream. Such an ingredient might 
truly be the “food” which could be 
supplied the skin to the site where 
it was needed for it is fairly well 
established that under proper con- 
using a suitable vehicle 
not only protein hydrolysate but 


ditions, 


other “food” can be made to be ab- 
sorbed by the skin. If Wiesenfeld’s 
work can be duplicated, it is con- 
ceivable that other areas of the body 
might be made to fill out by the 


M. G. DeNavarre at work in his laboratory 


use of a similar ointment. In any 
event, it is a new tack on an old 
idea. 


CONSULTANT RESPONSIBILITY 


A recent announcement—prob- 
ably a trial balloon—from the F.D.A. 
states in part that the consultant 
shall be held equally guilty for 
violations of the Act in which he 
knowingly advises a client to use 
labeling which constitutes mis- 
branding. In a nutshell, that is the 
way it should be, for the client de- 
pends on the consultant for proper 
advice. (Consultants who give bad 
advice don’t usually stay in business 
long.) 

Any deficiency in the relationship 
between the consultant, F.D.A. and 
the client, if there be one, is in the 
human factors involved and not in 
the intent of either party. 

Therefore, it is disappointing to 
see the F.D.A. make this pronounce- 
ment, for no consultant has made 
public charges of a similar nature, 
even though he may have had reason 
to do so. In this department’s opin- 
ion, both consultant and F.D.A. 
have given the industry excellent as- 
sistance. If either has failed, in any 
respect, it wasn't done knowingly. 
Neither party could gain from do- 


ing so. 


LETTER ON LAVENDER 


One of the most unique forms of 
advertising seen in some time is a 
news letter coming over the name 
of a leading natural essential oil 
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Competition Demands .. 


eoothe 


The long-term economies you are able to 
make in producing and packaging are the 
plus values that give your product the 
stamina to slug it out and win in the 
market place. 


Hundreds of satisfied customers who for 
decades have consistently bought Shef- 
field Process Tubes know the long-term 
economy of these top-quality containers. 
Prove for yourself how you too can save 


*THE SHEFFIELD TUBE CORPORATION 
HOME OFFICES - NEW LONDON, 


CHICAGO 16, ILLINOIS 
NEW YORK 18, N. Y., 500 FIFTH AVENUE 3132 CANAL STREET 


EXPORT: 500 FIFTH AVE. N. Y. CABLE 


W. K. SHEFFIELD, V. P 








DENTIFRICE 


CONN. 


LOS ANGELES 38, CAL., 7024 MELROSE AVE 






Winning Punch 


—whether your requirements are for tin, 
tin-coated, lead or aluminum tubes. 


Next time you order, specify Sheffield. It 
pays off—in cutting returned goods losses 
(a timely economy now that freight rates 
are up)—in extra toughness—and by insur- 
ing product prestige without which all oth- 
er economies are pointless. 


Get complete facts and specifications in our 
new illustrated catalog. Write today. 


SHEFFIELD PROCESS 


5 


TUBE S4 


T. C. SHEFFIELD 


NEW YORK 


*Formerly Named New England Collapsible Tube Co.: Not to be construed as a change in ownership, management, personnel or policies. 
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producer. The particular one re- 
ferred to as “number 1” discusses 
“True Lavender Oil as Produced in 
France.” The letter covers the types 
and characteristics of the oil, the 
means of extraction, the yield, the 
chemical constitutents and the an- 
alytical comparison. Added to this 
unusual treatment is a study of eco- 
nomic factors showing the price in 
French francs per kilo of the oil, 
starting with 1906 through 1948. 
Along side the same figures is the 
value in U. S. dollars, together with 
a scale showing the exchange rate. 
Attached to the news letter is a small 
card impregnated with natural 
French lavender oil. 


CODE MARKING 


There are a number of ways to 
code mark labels with lot or serial 
numbers. There is, for example, the 
well known perforating machine. 
There is the drawback that labels 


so coded cannot be used on a label- 
ing machine that has a vacuum 
pickup. There is also the old fash- 
ioned hand method of stamping 
each label. This practice is not only 
slow, but costly. There are fairly ex- 
pensive attachments to standard la- 
beling machines which code num- 
ber the label as it is applied. 

Most recently a small coding ma- 
chine, fully automatic, has become 
available. It will handle any size 
label, from the size of a stamp, on 
upward. It requires only partial at- 
tention of an unskilled operator. 
The labels need not be reassembled 
or stacked after imprinting. The 
printing is exceptionally neat and 
legible. The unit, unfortunately, 
costs over a thousand dollars, but it 
is sO unique in its range of useful- 
ness that it is practically a must for 
any company that labels any quan- 
tity of merchandise at all or for 
companies who know the value of 
code numbers. 


Questions AND ANSWERS 


733. CAR WASH SOLUTION 


Q: Could you recommend a for- 
mula for a liquid soap or detergent 
for use in pressure foam automobile 
washing machines? The material 
must be such that no spots or streaks 
are left after rinsing with a hose, 
and without wiping dry. 

K.V.S.—TENN. 

A: The type of use you refer to is 
new to us, but you could, probably, 
start your experiments by making 
a one to two percent solution of a 
synthetic detergent, which would 
give you the properties you refer to. 
You may have to dilute this solu- 
tion, or make it more concentrated, 
depending upon your needs. The 
names of some synthetic detergents 
go to you by letter. 


734. COCOANUT OIL BASE SOAP 
Q: Please send me an ex peri- 
mental formula (Cold Process) for a 
Cocoanut Oil Base Soap, (Jelly). 
These products are used for making 
liquid soaps and shampoos, by dilut- 
ing with water. Trusting you will 
oblige, and awaiting your favor. 
H.O.—NeEw JERSEY 
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A: Unless you have some exten- 
sive equipment, it is not desirable 
for you to make cold process soap. 
You may, if you wish, heat your 
fatty acids to 80 or 90 deg. F., and 
add your potash lye 28 deg. Baumé, 
stirring the mixture all the while. 
The reaction is slow and heat is gen- 
erated usually in sufficient quantity 
to complete saponification. 

Try any of the formulas given in 
the book—“The Chemistry and 
Manufacture of Cosmetics’—under 
Shampoos, such as those on Pages 
118 and 419. Perhaps the simplest 
is the following: 


Coconut Fatty Acids ....... 15 parts 

Castor Fatty Acids ate 4 parts 

Potassium Hydroxide 100% 4 parts 

lriethanolamine 3 parts 

Water . ey 
Reduce the water to 24 parts or less, de- 
pending upon how concentrated you want 
the product to be. 


Usually, it is cheaper to buy these 


jellies already made. 


735. HAIR WAVE CAPSULES 

Q: We wonder whether you know 
anything about the composition of 
the Minute-Curl and similar hair- 


waving preparations now appearing 
on the market. 


D.B.—NEw York 


A: Curl capsules contain 314-7144 
per cent ferrous and ferric iron, pos- 
sibly as carbonate, mixed with citric 
or other crystalline acid, along with 
a surface active agent. The capsules 
contain about 10-12 grains. 


736. WATERLESS HAND CLEANER 


Q: Can you please supply us with 
a formula for a good “Waterless 
Hand Cleaner” such as is used by 
Mechanics? 

W.B.—INDIANA 

A: The formula for a satisfactory 
waterless hand cleaner is given be- 
low: 
6.25% Tween 80 

1.25% Arlacel C 

1.0% Tegosept P (Preservative) 
2.5% Sodium carboxymethyl! cellulose 

(high viscosity type) 

89.0% Water 
The sodium carboxymethyl cellu- 
lose and Tegosept P are dissolved 
in the water, and the mixture of 
Tween 80 and Arlacel C are added 
with vigorous agitation. Perfume 
and coloring may be added to suit 
individual taste. The product is a 
firm, stable gel which may be dis- 
pensed in collapsible tubes. This 
cleaner is used by rubbing on to the 
surface to loosen the soil and re- 
moved by wiping with a cloth, 
paper towel, etc. If a cloth is em- 
ployed, the soil may be rinsed out 
with cold water, leaving no stains. 


737. HAIR TONIC 


Q: We would appreciate it very 
much if you would print or mail us 
a modern formula for Hair Tonic. 

F.C.—OHIo 

A: To have any toning effect, a 
hair tonic such as you contemplate 
should contain at least 50 per cent 
alcohol, a small amount of material 
that will prevent drying of the scalp 
and hair, such as polyethylene oxide 
condensates, some kind of stimu- 
lant-irritant such as chloral hydrate, 
or the ingredients which you are 
using, sodium salicylate, to mention 
only a few. Your perfume will have 
to be soluble in this concentration 
of alcohol. Some people use Re- 
sorcin mono-acetate as a scalp anti- 
septic-stimulant. Chlorinated phe- 
nols are antiseptics, and the amount 
used will vary with the phenol. 
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Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


Get pales ACen from Nida 


601 West 26th Street, New York 1, N. Y. 





Make your products smell good. They'll sell 
better. Success in your business, as you must 
have found out, is largely built on your cus- 
tomers’ noses, 


Common scents will bring you no new customers 
. common scents won't help keep your old 
ones. You need selling scents. Come to Norda. 


Norda wants to help bring you more business. 
Have you a “problem child” product? Are there 
“bugs” in new products you're planning? Call 
our experienced Norda men in, to work out 
the money-making answers with you. Of course, 
there’s no obligation. Get in touch with us soon! 


Yours free . . . Samples of Norda odors, 
essences, fragrances, and newest price list. 


... Send today. 


CHICAGO e LOS ANGELES @ ST.PAUL @ MONTREAL @ TORONTO @ HAVANA e@ MEXICO CITY @ LONDON @ PARIS 
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Bifocal View of the Suntan Market 


Has the suntan market been over-rated? . 


. What to do about 


advertising to this market . . . This article presents the answer 


to these and other posers peculiar to the suntan industry. 


WALTER MUELLER* 


. suntan market is under-developed, consumer- 
wise, as well as regionally. 

That statement may very likely cause some lifting of 
eye-brows among manufacturers who still remember the 
licking their sales took from the weather last Summer. 
But, “let’s look at the record,” as Al Smith used to say. 


UNDEVELOPED POTENTIALITIES 


Visit any popular beach on a hot, dry Summer week- 
end. Try Coney Island and the Rockaways, which count 
their visitors by the millions on a Summer day. Count 
the number of sun-bathers who are using suntan prepara- 
tions. Keep an eye on the number of empty suntan pack 
ages lying around. (Compare them with the number of 
empty “Coke” bottles and beer tins.) Count the numbe1 
of sunbathers who are not using suntan preparations. 
Ihe extent to which they prevail over users will prove 
impressive, though not surprising: A survey made by 
“Sales Management” has shown that suntan lotions are 
used in but 98 out of a thousand homes and by but 181 
persons per thousand homes. Clearly, much still remains 
to be done before the suntan industry has developed the 
maximum potentialities of its market. 


® Sales manager, Van Dyk & Co., Inc., Belleville, N.J. 
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Further evidence of the under-development of the 
suntan market is offered by the ratio of sales of sunburn 
remedies to those of suntan preparations. Says “Con- 
sumer Reports”: “Trade estimates indicate that 20 Amer- 
icans buy preparations to relieve sunburn (when little 
can be done) for every one who buys a preparation to 
prevent it.” Asked to comment on this ratio, a pharma- 
cist at a popular Summer resort on the Jersey coast said 
that according to his experience the ratio is nearer 50 to 
| than 20 to 1. 

“This Week,” replying to the question, “What does 
the sun cost its worshippers in dollars each year?” said: 
“An estimated $24,000,000. Some $2,000,000 is spent for 
suntan lotions, $7,000,000 for burn remedies, and $15,- 
000,000 for sun-glasses.” 


REGIONAL UNDER-DEVELOPMENT 


Regional under-development of the suntan market is 
suggested by the pattern of its sales distribution. 

Projected against a map of the United States, a profile 
of the cross-country distribution of the sales of suntan 
preparations shows a sharp high peak on the middle 
Atlantic coast, a considerably lower peak in the Middle 
West, and an equally low one on the Pacific coast. The 


March, 1949 209 





high peak represents the Atlantic coastal area which 
extends from Connecticut to Atlantic City. Here the in- 
dustry has approximately 60 per cent of its distribution. 
The low peak in the Middle West represents the Great 
Lakes region, and the other low peak the Los Angeles 
area. These two areas share the balance of the distribu- 
tion about 50-50. 

Barely perceptible on the profile is the distribution, 
from 2 to 3 per cent, in Florida and the adjacent South- 
eastern Winter resort areas. This is the so-called “glamoi 
market.” Small as it is, its influence on other markets 
makes it well worth cultivating. And is it cultivated 
no holds are barred to win supremacy in this market. 
Sales are made almost entirely to Winter vacationists, 
who hail from all parts of the country. Many of these 
transients make their first acquaintance with suntan 
preparations in the South. A habit, or use, pattern is 
thus. established that tends to be followed during the 
Summer in the North. 


SUNTAN ADVERTISING 


Searching for the factors responsible for the under- 
development of the market consumer-wise suggests an 
examination of the prevailing advertising of suntan 
products. The pattern is a uniform one: An attention- 
stopper in the form of a beautiful girl, as nearly nude 
as the postal regulations permit; the brand name; and 
the headline “Prevents Sunburn—Gives a_ Beautiful 
Fan,’ period. When you've seen one suntan ad, you've 
seen them all. 

Now sunburn is not only painful: it can also—and 
often does—have serious eflects that may prove to be 





~ 


7,000,000 for sun 


Some $2,000,000 is Spent for suntan lotions, & 


burn remedies, and, $15,000,000 for sunglasses, it is estimated. 
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permanent. It reduces the smoothness and pliancy of the 
skin, and tends to give it a leathery appearance. It is a 
recognized source of skin cancer. It frequently—some- 
times permanently—prevents tanning. Instead of return- 
ing from her vacation with a tan, the vacationist may 
come back with a permanently ruined complexion. Here 
are a few reasons that make a sunburn preventive as 
indispensable to the Summer vacationist as her make-up 
kit. Emphasis on one point alone, the complexion pro- 
tective effect of sunburn preventives, would go far toward 
relieving the innocuousness—and ineflectiveness—of ,pres- 
ent suntan advertising. It would make an instant appeal 
to women, to whom preservation of the complexion is of 
prime importance. Therefore, the menace that sunburn 
constitutes to the complexion cannot be poured on too 
thickly. It’s a real danger. Ask any dermatologist. 


INEFFECTIVE PRODUCTS 

The market for sunburn remedies thrives on two 
groups of sunbathers. One group consists of those who 
are ignorant of the menace of sunburn. They need to be 
told. The other group consists of those who have tried 
sunburn preventives and found them wanting. They 
need to be shown. 

That the number of ineflective sunburn preventives 
on the market is by no means insignificant is shown by 
tests made by Consumers Union, the results of which 
were published in “Consumer Reports” for July, 1948. 
Tests were made of 61 brands. OF these, 5 gave excellent 
protection; 13 gave good protection; and 31 (63 pei 
cent) gave either too little, or practically no, protection. 

Ineffective preventives do neither the manufacturer 
nor the industry any good. Eventually their ineflective- 
ness catches up with the manufacturer, who finds his 
market vanishing. In the meantime, they have helped 
to create a frequently encountered prejudice against all 
sunburn preventives. 

Occasionally sunbathers take matters into their own 
hands, with not altogether happy results. Witness the 
use, which originated in California, of baby oils as sun- 
burn preventives. Iodine is sometimes added to the oils 
to impart a tan. Since baby oils contain no active sun- 
screening material, it is not difficult to conceive of the 
favorable impact of their use on sunburn remedies. Curi- 
ously enough, the use of baby oils has stimulated the 
demand for sunburn preventive oils, the first type of 
product marketed for the prevention of sunburn. 

There is no excuse for the presence on the market of 
sunburn preventives that don’t do a job. Highly efficient 
sunscreening material is available. ‘Techniques have 
been developed for running skin tests of the finished 
product in the laboratory that give results correspond- 
ing with those of beach tests. Everything is available fon 
making suntan products that will conform with the 
claims made on the label. 


CO-ORDINATING DISTRIBUTION 


The apparent imbalance of the regional distribution 
referred to earlier in this article brings up the question 
as to the extent to which distribution follows sunshine, 
the life blood of the suntan industry. Is the bulk of the 
distribution centered in the area having the largest per- 
centage of possible sunshine? 

The U. S. Weather Bureau has compiled a map show- 
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ing the percentage of possible sunshine averaged over 
four decades for June, July, and August throughout the 
country. The percentage in the middle Atlantic coast, 
where the suntan industry's largest market is located, 
is 60 to 70 per cent. The same percentage obtains in the 
Great Lakes region, where the Middle Western distribu- 
tion is largely centered. In the rest of the Middle West, 
however, as well as in the Far West, the percentage is 
70 to 80 per cent. On the Pacific coast, percentages range 
from 60 along the coast of Washington, Oregon, and 
northern California to 70 to 80 per cent in the Southern 
California area. 

Horace Greeley’s advice, “Go West, young man,” 
might be a tip to the suntan industry. Obviously, other 
factors besides a high percentage of possible sunshine 
must be present in a region to make it a_ potential 
market for suntan products; the perpetual sunshine that 
prevails in the California and Arizona deserts does not 
make these regions attractive market-wise to the suntan 
industry. In addition to sunshine, a region must also 
have population and Summer resort areas. The Middle 
West has both in abundance. Furthermore, and this is 
important from a weather standpoint, Middle Western 
resort areas cover much more ground than the Atlantic 
coast beaches, from which the largest volume of the in- 
dustry’s sales now stems. 

Weather in the United States has been described as 
being “variable.” But, it’s never uniform throughout the 
country. As this is being written, Spring-like tempera- 
tures are prevailing along the Atlantic Coast, and bliz- 
zards are plaguing the Far West. Skiers in the East are 
bemoaning the absence of snow, while their Western 
brethren have an “elegant sufficiency” of it. 

The lack of nation-wide uniformity of the weather is 
further reason why broader regional distribution of sun- 
tan products appears both advisable and desirable. Bad 
weather played hob with the suntan industry’s largest 
market last Summer. Wider distribution in the Middle 
West might have cushioned its impact. Bad weather—on 
any other kind, for that matter—cannot be controlled. 
But, its effects can be softened. 


LENGTHENING THE SEASON 


Decoration Day marks the beginning of the suntan 
season, and Labor Day the end. (The Florida season, of 
course, runs from December to March.) So here are 90 
days, all focussed on the beaches, all depending upon 
the weather. Spreading the risk would seem to be emi- 
nently desirable. It could be done by making the open- 
ing of the season coincide with the increasing ultraviolet 
of sunlight that takes place early in April. The beach 
market at that season is obviously nonexistent. But, 
there should be a potential market of no inconsiderable 
proportions elsewhere, among home gardeners, fisher- 
men, tennis players, golfers, and many others, all with 
skin that is particularly susceptible to sunburn at this 
time of the year. 

The literal wash-out that suntan sales experienced 
last year raised this question among manufacturers: has 
the suntan market been over-rated? From this corner it 
looks as though there’s nothing the matter with the 
market that couldn’t be cured by a greater development 
of its potentialities—which ain't hay! 
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Cosmetic Excise Tax Collections 


Tax collections for the twelve months ending January 


1949 are: 


January 
February 
March 
April 

May 

June 

July 
August 
September 
October 
Novembe1 
December 


1949 
9,648,063 


1948 
10,371,512 
12,290,714 

6,927,991 
6,441,901 
6,660,851 
7,238,509 
7,332,070 
7,506,518 
6,890,757 
6,335,804 
6,872,541 
8,079,746 


1947 


13,468,267 
5,974,288 
6,821,853 
6,775,188 
6,535,008: 
7,813,618 
6,392,678 
6,733,695 
7,048,093 
5,386,690 
8,545,762 


A Sales Builder 


Department stores that own or lease photographic 
studios on the premises will find it to their advantage to 
stress the use of leading cosmetic lines in making-up 
customers in these departments. One Middle West store 
induced the manager to try out Arden products with the 
result that it was found that women who had patronized 
the studio liked the make-up so much that sales in the 
cosmetic department showed a marked upturn. Sales- 
people found that women said they had first had an op- 
portunity to try the product when they were photo- 
graphed, and liked the smooth finish affected so much 
that they were sold on the line. 





“What are you complaining about? 


You manufacture it!” 
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Perfume Advertising Needs 


The many misconceptions about perfumes must be eradicated. The right kind of 


EMEMBER the football player who made a spec- 

tacular run the whole length of the field, to the wrong 
goal? He’s a symbol of too much of the perfume adver- 
tising during the last twenty-five years! 

The millions spent to advertise perfumes built great 
reputations and achieved great sales volumes. But at the 
same time they ran the wrong way and fostered a great 
misconception. 

Perfume ads have been gorgeous, glamorous, artistic, 
atmospheric. They have employed the talents of the best 
photographers and artists. They have been lush with 
pictorial ingenuity, lavish with color, and a delight to 
look at. They rate very high in attention value—but low 
indeed in getting over any idea except that perfume is 
out of this world. In this, they’ve been ultra-successful— 
so much so that women think it beyond their reach, be- 
yond their need. Perfume today is firmly established as a 
precious, expensive product, one to be hoarded for very 
special occasions by its fortunate possessor. 

When Mrs. Jones sees the bewitching, bejewelled, 
evening-gowned creatures in perfume ads, she stares at 
them with admiration and envy. She decides that she 
must emulate them, and use perfume when she goes out 
in evening clothes. But, alas, that’s so few times a year! 
Other evenings, and every day, Mrs. Jones in content to 
get the scenting she wants from cologne or toilet water, 
bath powders and sachets. 

Now, certain of the perfume houses don’t mind that at 
all. They make and promote complete lines, and if they 
don't sell Mrs. Jones perfume, they'll sell her something 
else. But those companies that are primarily interested 
in extracts have a more difficult problem, for their pretty 
ads accomplish little except to arouse a desire for some 
sort of fragrance. (And a furtherance of the rarity of their 


Own names.) 
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Thus Mrs. Jones winds up completely uneducated in 
the use of her fragranced products. She believes that scent 
that toi- 
. and that 


is a nice though unimportant added touch 
let water and cologne are pretty much alike . 
both are ready substitutes for perfume. She doesn’t know 
that each has its own necessary place in her toilette. The 
perfumers’ ads have failed to tell her that—or anything 
else. 

Debby Smith—and her millions of sisters—have some 
entirely different ideas. Debby has been coming of age 
during the war years. She’s a hard-headed youngster. She 
was never exposed to the ‘Imported from France’ build- 
up of the '20s and ’30s. She laughs at the idea that per- 
fume can help her get her man. The misty, moonlit, 
upper-crust people in the perfume pages bear no vital 
relationship to her own active life. 

Perfume is almost meaningless to Debby. If she gets a 
bottle as a gift, she accepts it as a nice luxury accessory 
that she may dip into once in a while, but she'd just as 
soon have received new ski-mittens. 

Despite Debby’s frame of mind, and Mrs. Jones’, the 
sales of high-priced perfumes reached new peaks from 
about 1938 on. During the years of war-scarcity and high 
incomes, the fact that perfume seemed a luxury worked 
greatly in its favor. Untold numbers of women who had 
never owned a bottle of an expensive perfume suddenly 
found themselves with several. Chintz-skirted “boudoir 
tables” held collections of large and fancy bottles of 
scent. 

But the high ownership of perfume did not in- 
crease appreciation for it—added no whit of recognition 
of its intrinsic worth or its essential place in grooming. 
Ads appeared beautifully and emptily, sales mounted 
dizzily high, the use-up remained strangely low. 

A group of importers and manufacturers sensed this 
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advertising can do that job through education. 


situation two years ago and underwrote a detailed survey 
of consumer thinking. The survey substantiated a great 
deal of what had been suspected; its findings are today 
guiding many new thoughts and plans. Particularly, it 
has shown the need for perfume advertising to become 
more factual, to climb down out of its clouds. 

The many misconceptions about perfume must be 
eradicated. Women must be re-educated on the need for 
perfume, the fundamental whens, hows and whys of its 
use. They should learn the differences between extracts, 
eau de toilette, eau de cologne. They can be taught to buy 
a bottle of perfume for themselves when they want it, 
rather than to wait to get it as a gift. 

Advertising can do that kind of job—just as, years ago, 
it sold toothpaste by teaching the country to brush its 
teeth, and sold automobiles by showing the joys of travel. 

Yes—advertising can “‘sell’” perfume exactly as it has 
sold everything else. And it can do so without hurting 
the sales of colognes or other volume items. In fact, the 
right approaches can make all of these more necessary 
and more widely used. And, factual though the new ads 
may be in content, they need not sacrifice the beauty that 
has distinguished perfume advertising in the past, for the 
product itself is an ephemeral one. 

Since last Fall, a few perfume houses have shown that 
this new thinking in advertising is not only possible, but 
can be done effectively. You've seen ads of this type al- 
ready, by Lelong, Ciro, Coty (and perhaps others). 

Women have expressed great interest in these perfume 
messages, for women are practical, not star-studded 
beings—and are as eager to get facts about perfume as 
about refrigerators. After all, they have a natural love of 
perfume; they are anxious to use it, if they know why 
they should. And they will respond to advertising that 
justifies them in using more of it! 
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A Shake-Down 








Paul G. Gumbinner 


Since 1923, Paul G. Gumbinner has been actively en- 
gaged in advertising for the perfume and cosmetic in- 
dustry—planning, writing and directing campaigns for 
various clients of the Lawrence C. Gumbinner Adver- 
tising Agency,Inc., of which he is one of the heads. 

During that time, Mr. Gumbinner and the agency 
have had the responsibility of developing advertising 
successes for firms representing every phase of the indus- 
try. Among them: a prominent imported line, a depart- 
ment store treatment house, a popularly-prve ed perfume 
line for drug chains, the top-selling perfume and cos- 
metic line in the beauty shop field, and various spectal- 
lies. 

Mr. Gumbinner has been particularly associated with 
the advertising of Parfums Ciro, Inc., and has worked 
closely with J. 8S. Wiedhopf. Because of this, Mr. Gum- 
binner asks us to say that “the opinions expressed in this 
article are his own, and do not necessarily reflect those of 


his client!” 
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It's Good News When Stores 


National coverage at merchandising levels in department 


CHICAGO & 


MIDWEST 





Fancy Wrappings Are 
Tabu With Customers 


OW important are the fancy holiday wrappings 

which manufacturers of cosmetics do for the retail 
trade? Opinions among buyers differ on the subject. All 
agree that the post-holiday unwrapping and _replace- 
ment of merchandise in regular stock is expensive in 
time and effort of the salespeople in the department. 

Here are some of the comments from such diverse 
types of retailers as chain drug stores; hotel drug stores 
(independent) where transient traffic is heavy; specialty 
shops and department stores: Summed up, the group 
agrees it prefers to do its own gift wrapping because the 
customer (especially women) says she is paying for this 
“chiffing” and she doesn’t want it, for then all the pack- 
ages from that firm look alike. 

One of the smart hotel drug shops (independent) has 
stated that American makers of fine perfume would en- 
joy better sales to conventioneers and traveling sales- 
people if they would pack in the same compact manner 
as do the French. “Look at this package,” said a buyer 
for one of these stores, “it is so flat it will even fit into a 
pocket. Contrast that with this,” he said, producing a 
10-inch long package, 5-inches deep. “Yes, it looks like a 
lot for the money but both packages (the other was four- 
inches long by one and one-half deep) hold the same 
amount of perfume. 

A young buyer in Chicago had occasion to make a trip 
to the Coast. She likes fragrances. She took several. All 
the scent was gone before she arrived. Coming back she 
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tried an idea that seemed to have some reason back of 
it. “After all it was a hunch, maybe inspiration, but I 
purchased a small bottle of my most favorite fragrance 
and halved it into two bottles. This time I was going to 
prove how right or wrong were the complaints of loss 
of fragrance in air travel. 

“The neck of one bottle I literally ‘swathed’ in scotch- 
tape. The other I left well stoppered as it came from the 
shop. When I reached home I had the answer. The taped 
bottle retained the full aroma, the other was flat. I cer- 
tainly agree with my customers that a double seal is 
needed if we are to retain fragrance when we fly. My 
advice to anyone who tries this is to have the bottle only 
half full to permit expansion of the liquid. 

Within the next two months, treatment lines should 
hit a peak in sales. When the Spring sunshine accents 





Brains and merchandising brought results to 
this store (Atlanta). 

Super sales stories have lost their force. 

Don’t overlook men in planning a sales program. 

Plan holiday items for traffic. 

Workers in low-class neighborhood shun home 
permanents. Prefer beauty shop treatments. 





the small lines and makes the well-developed frown ap- 
pear even deeper, most women rush to the cosmetic 
counter and hope to have an over-night replacement of 
freshness. There are two types of packages which sell: 
The small jar and the very large container. Drug stores 
sell the former. This is usually because the jar was 
omitted or an extra one is wanted for school or office. 
Suburban stores and specialty shops sell the large jar. 


BREAKING DOWN TAX RESISTANCE 


The resistance to taxes has been broken by one shop 
which quotes the total—and then adds, 20 per cent of 
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stores and chains is reported here in six news pages 


that is Federal tax. But the mere fact that the total cost 
of the jar of cream has been given breaks down resistance 
for a woman doesn’t have to figure twice. Many stores 
will not do this, feeling it is not fair to themselves o1 
the customer, but the tax is included on the price tag 
for one who needs reassurance. 

It was a sales woman in a drug chain who literally 
“spat” out the comment “‘you complain but do nothing,” 
when several women complained about a tax on really in- 
significant items. “You dames have complained about 
the tax and yapped for six years but do nothing. Why 
doncha? We ain’t allowed to say nothin’, we just col- 
lect.” 

Some time ago it was mentioned in these columns that 
if the women’s clubs ever sent a delegation to Washing- 
ton there would be action. 





Atlanta chain increases business through effi- 
cient operation introduced by high-salary experts. 

Lipsticks and jewelry, displayed with compacts, 
result in increased sales. 

Sell an inexpensive atomizer with each individ- 
ual fragrance. 

Fashion promotions help cosmetic sales. 


Post-holiday glass stoppered perfume and cologne 
bottles have been creating much trouble for retailers in 
this area. They have decided that women (1) don’t read 
directions or (2) have none on how to open a top. “This 
past month,” said the owner of a shop, “we've had many 
glass stoppered bottles brought to us, broken off. 

“When it is our own merchandise we replace the 
bottle, after opening it and showing the woman how it 
is done, and return the perfume to the factory. When it 
is not our merchandise we do nothing. But the bottles 
that have come in to us from Christmas, Valentine and 
the usual birthday gifts seem to grow in volume. Yes, 
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Originate Own Sales Ideas 





it does make a nice looking gift, but please, won't you 
ask manufacturers to make the reading matter so dis- 
tinct that any woman can open her own bottle?” 


WHAT THE STORES HAVE BEEN DOING 

Last month Sentiment got busy with Scents and it 
proved to be good. Prices featured were lower than one 
year ago with Scruggs Vandervoort Barney, St. Logis, 
offering Ciro at $20. Famour Barr Co., offered Blue Grass 
from $4.50 to $12.50. Its combination featuring perfume 
and purse sprinkler at $2.50 has new followers. Woolf 
Brothers, Kansas City stressed the smartness of the box 
by Lelong at $13 and then added (plus tax). 

In St. Paul the below zero temperatures were as im- 
portant in selling fragrances as the hot Summer. The 
Golden Rule gave a jewel topped perfume bottle, Val- 
entine’s day selling, to every purchaser of a dram. There 
were excellent sales among the 23 lines so offered. Every 
store reports that the Faberge two-some is one of the 
best all-around sellers on the market. Schuneman’s sug- 
gested a complete ensemble of one fragrance, cologne, 
perfume, lipstick, sachet, bath oil and face powder, and 
created a new type of selling. 

With all the soap sales, bath salts, pellets, such as John 
W. Thomas & Co., Minneapolis, the deodorant soaps at 
srandeis, and the special bath essences and oils, Feb- 
ruary should not only have been the shortest month of 
the year but also the cleanest. Suburban stores through 
out the Mid West report that an extra bar of soap did 
more to move these products than all the sales featured 
across the country. The Fair, Chicago, had an excellent 
acceptance on its soaps and salts sale and, used as a pro- 
motion item, moved treatment and perfume lines. 


DRAM SHOP BUSINESS 

When Carson Pirie Scott & Co. was forced to give up 
its dram perfume section and combine it in the regular 
department, business fell off, largely because it was not 
distinctive from the department. The section hopes to 
have a new location soon, 

Block’s, Indianapolis, offered the same type of dram 
bottle with each sale of its 26 different types of perfumes 
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as did the Golden Rule. The highest price was $3.50, 
with $1 and $2.75 competing in these price brackets. 
The idea of something for nothing was an aid to sales. 

‘The 49-er” has wide presentation in this territory: 
Schusters’, Milwaukee made it a special; Wasson’s, In- 
dianapolis made it the basis for complete skin care for 

As a travel item, it has an important place and many 
women will use it for this purpose. The Boston Store, 
Milwaukee, also featured it and included other Coty 
aids. Buyers report that this is one of the first important 
name brands to get down-to-earth since the war, and 
even the tax was not resented. 

Mandel Brothers continued its promotional items and 
the recent shipment of Delettrez had the several booths 
jammed with women. Every cosmetic department re- 
ports the increased demand for jewel lipsticks and match- 
ing compacts. Lord’s, Evanston, IIl., has gone the idea 
one better. In many of the cases displaying compacts 
there was empty space. Often a matching lip-stick was 
added, and by way of contrast, a pair of earrings or a 
“brooch.” The idea makes for smart display, and usually 
the entire unit is sold, or the earrings or the pin. 

Another plus selling idea is that of an inexpensive 
atomizer for each fragrance.—Jean Mowat 


ATLANTA 





Increased Efficiency 
Ups Sales 


N the face of all the rumors that business is off, cos- 

metic sales in Atlanta are not only holding their own 
but at least one drug chain is able to report a slight in- 
crease in sales over January of last year. 

Increased efficiency in their own operations is largely 
responsible for their increased business, according to 
Mr. Reeves, purchasing agent for Jacobs Drug Stores. 

‘The new men in our promotion department,” said 
Mr. Reeves, “ 
ever had before and are all men with long years of ex- 
perience behind them.” 


are all higher-salaried men than we have 


Immediately after Christmas when usual slump in 
business is expected, Jacobs started immediately on a 
concentrated coordinated schedule of promotion. They 
scheduled day-to-day ads in the newspapers, filled then 
windows with attractive cosmetic displays and followed 
up with a repeat of these displays on their counters. 

Mr. Reeves also gives the manufacturers credit for a 
good portion of their January business through the stim- 
ulus of two-for-one and half-price specials. 

The department stores, while not able to report in- 
creases, are still compared to the national average, ahead 
of last year. 

They also are convinced that specials have played a 
leading role in their sales tabulations. 

At Regenstein’s, have bought heavily of Helena Ru- 
binstein’s Hormone package, of Elizabeth Arden’s spe- 
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cial hand lotion of nail polish and conditioner and of 
Frances Denny’s 20 per cent off sale. 

On the whole, as is true every year, 
month of “essential” 


January is the 
products—such as lipsticks, make 
up creams and lotions, instead of the perfumes, colognes 
and novelties that are so much in demand by Christmas 
shoppers. 

All of them agree, though, they have really had to 
go after the business. It did not, of its own volition, come 
to them.—Maynita Gerry 


LOS ANGELES 





Merchandise Managers 
Are Approachable 


6647 OU can’t hit ’em if you can’t see ’em.” That’s what 

disgruntled batters used to say when Big Train 
Walter Johnson smoked ’em over the plate for Washing- 
ton. And that’s the statement that department store mer- 
chandise managers are seeing in great big letters over 
every selling section in their charge this year of 1949. 
“Trafhic! We must have traffic in the store,” is the message 
that has rolled forth from Mahogany Row, and the word 
has permeated all down the line. 

We ran over to Phoenix and Tucson last week, and at 
least two buyers rushed right up to the merchandise office 
when they saw among our wares items for promotion, and 
the merchandise manager came right down, in one in- 
stance, and invited us into the sanctum in the other. 
That's another indication of merchandising conditions. 
Merchandise managers are again approachable. If your 
salesman has an item today that looks like a real value at 
the price, and has been or can be successfully used as a 
first floor leader, with advertising and promotion possi- 
bilities, a buyer won’t turn him down, but if one should, 
he can march confidently up to the merchandise office, se- 
cure in the knowledge of a welcome. Conditions probably 
won 't go all the way back to the old Ed Zabel days at Chi- 

cago’s State Street Fair, when Ed told us proudly that he 

had jammed up the whole delivery system of the store fon 
two days with his latest soap promotion. Said of course he 
hadn’t made any money on the promotion item itself, but 
boy, he'd sure dragged the store aisles full. 

But maybe they will. If you can get a crowd into a store, 
and they've been stimulated into a buying mood by ad- 
vertising or news of a special value, it’s a cinch you're go- 
ing to sell them some things other than the particular bait 
that enticed them in. 

As we see it now you can assure your salesmen a hearty 
welcome this year by working out for them an item on 
which nobody is going to make much money. Forget your 
five time markup for that particular number. Cut your 
salesmen’s commission on it. You'll find buyers and mer- 
chandise managers ready to go along with you if it’s really 
hot without worrying too much about the fact that at the 
price they should sell the item, they won't be able to 
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show the good old forty per cent. But a hundred sales at 
331% per cent or even 30 per cent looks much fatter on the 
books than two or four or seven or nine at 40 per cent. 
And don’t worry that department store people aren't 
thinking that way this year. 

As for druggists, they’ve always thought that way. The 
average retail druggist is so habituated to his jobbers 3344 
per cent that he’s always felt a little guilty at receiving the 
10 per cent his direct sources allow him. 


BUSINESS IS WHERE YOU FIND IT 

We had the pleasure of a visit with Mr, G. M. Rydalch 
in Phoenix last week. Mr. Rydalch stands at the doors of 
Newberry’s and Grant’s variety stores and hands incom- 
ing patrons a slip of paper that reads: 


Introductory Sale 
As advertised in Vogue Magazine 
Bring This Coupon 
lo Our Cosmetic and Toiletries Dept. 
And Receive Regular 


$1.00 FULL SIZE 
GENUINE IVEL PERFUME 


Only 39 Cents 


Choice of Three Odeurs 
Chypre—From France 
Oriental Gardenia—From Hawaii 
Mon Desir—The Exotic Type 


Usually Mr. Rydalch is at the pitch in the center of the 
store to help Mrs. Rydalch wave moistened stoppers un- 
der nostrils, because sales come too fast for one person to 
handle both the stoppers and the cash register. So Mr. Ry- 
dalch hires girls to stand-at the store entrances and dish 
out the invitations while he and Mrs. Rydalch work at 
the stand. 

“Without the papers it isn’t worth a damn,” said Mr. 
Rydalch. “But you see how it works with them,” he tossed 
over his shoulder as he butted his way through the crowd 
that threatened to suffocate the Mrs., and started passing 
out wrapped bottles and grabbing proffered money 

“No, the store managers don’t go for it at first,”” Mr. Ry- 
dalch had told us earlier. “ “The promotion wouldn't 
work here,’ they say. ‘We don't do enough perfume busi- 
ness to wad a shotgun.’ So we just try to get in,”” Mr. Ry- 
dalch concluded. “Once we're in,—well, you can see what 
happens.” 

Promotions. The wheel has turned. Merchandising. 
Happy days are here again.—Don Cowling 


BUFFALO 





Factory Workers Eschew 
Home Permanents 


N order to uncover the specific characteristics of 
“neighborhood buying,” this month’s survey was con- 
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centrated on the Harvey and Carey drug chain which 
does a large, solid volume of business in Buffalo and 
Western New York and Pennsylvania communities. 

Of the four widely removed branches consulted in 
Buffalo, all but one were unanimous in stating that this 
past month’s business falls short of equalling that 
achieved during this same period last year . . . that 
colognes and perfumes are suffering a considerable slump 

. but that such necessities as face powders, lipsticks 
and deodorants are continuing to sell well. 

The branch located at the hub of Buffalo’s downtown 
section, whose trade is largely business people who work 
in that area, reported the Elmo and DuBarry lines to 
be moving best. Another downtown branch, whose cus- 
tomers are predominantly transients and residents of a 
third-rate downtown neighborhood, stated that all of 
their merchandise moves along with good ease and fa- 
cility. This condition was attributed to the national ad- 
vertising of the manufacturers of the products they carry. 
According to the manager, all he has to do is arrange 
the merchandise in easy-to-see and easy-to-reach dis- 
plays, and it practically walks right off the counter. 

Highlight of this month’s survey is the fact that the 
Harvey & Caret branch located in a swish, middle-class 
neighborhood is doing a tremendous volume on home 
hair waving treatments while the branch over in 
the center of a low-class neighborhood of factory work- 
ers claims that the home wave packages are selling very 
slowly—their customers still preferring to have their hair 
done in a shop, even if it’s only a small neighborhood 
place. 

Despite the fact that conditions in this area, for this 
month, are comparatively slow up to now, it is neverthe- 
less expected that Valentine purchases will do a great 
deal toward “upping” the final figures for the month of 
February.—Maggie Flemming 


DALLAS 





Weather Drives Up 
Sale of Hand Creams 


NCE again packaging had an important place at 

Dallas cosmetic counters as the Valentine spirit took 

over. Probably more than at any other time of the year 
the looks of an article is considered. 

Expensive perfumes sold well in small packages here, 
especially those which are highly nationally advertised. 
Compacts were in demand in a wide variety of prices. 
Jewel studded lipstick cases which milady could fill with 
her favorite shade were a popular choice with the men, 
according to one specialty store. 

More luxury soaps were sold by one department than 
in any one previous month. Most of these were in valen- 
tine colors or shapes. Matching lipstick and nailpolish 
sets were popular, especially if presented in attractive 
cases. The new Coty set in leatherette-gold trimmed con- 
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tainer with two shades of lipstick, although new, is a good 
seller at several counters. 

Earlier in the month a severe ice storm which lingered 
for almost two weeks kept most luxury seeking customers 
at home. However, drug chains reported spurt sales in 
hand creams, astrigents and hand oils during that period. 

Of special advertising in stores, the most resultful 
presentation of leather atomizer kits for traveling are by 
Neiman Marcus. These came in two attractive shapes 
and contained a crystal atomizer. Neiman’s also reports 
heavy interest in Hattie Carnegie’s fitted evening bag, 
a luxury item equipped with jewel-studded compact, 
flashlight, and lipstick in a brocade case. Sales have been 
very good despite its high price. 

An A. Harris Company newspaper ad on Harriet 
Hubbard Ayer’s Hormone Twins kept the counter busy 
for several days. Tiche Goettinger found demands for 
Tabu increased when it used the fragrance in its perfume 
fountain, located near the front of the store. 

Joan Shaffe) 





Promotions 
Affect Sales 


EBRUARY gota lot of help from diverse promotions 
in New Orleans, in its goal of upholding January’s ex- 
cellent record for cosmetic sales. 

Spring Fashion Week, February 4-11, a city-wide event 
sponsored for the third successive year by the Retail Mer- 
chants Bureau of the Association of Commerce, enlisted 
the support of all major and a number of minor stores in 
boosting fashion items, and cosmetics came in for a share 
of this spotlight. The week got under way at 11 a.m. on 
February 4, with the unveiling of a score of especially dec- 
orated windows. On this date the Mayor issued a procla- 
mation, appeared in person on Canal St. to sponsor the 
event, and greet a group of models from the various 
stores. A fairly large crowd of spectators is always on hand 
to watch the unveiling of the windows, and since cosmetic 
items are usually included in the properties displayed, 
this industry benefits along with the dress manufacturers 
in the promotion. 

Most of the stores featured scents in their fashion win- 
dows during this week. Godchaux’s, for example, dis- 
played large flacons of Rubinstein, Elizabeth Arden, and 
Germaine Monteil fragrances. Kreeger’s, which features 
French imports, used Guerlain, Corday, Lanvin and 
Ciro. 

Valentine Day promotions of course continued coinci- 
dentally with the Fashion Week displays. Stores which do 
not sell fashions, such as the Worner and Katz and Best- 
hoff drug chains, gave more prolonged attention to the 
February 14 build-up. For example, Worner’s devoted 
one of two large windows to Valentine suggestions, with 
space equally divided between candy, and a selection of 
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popular fragrances which included Early American's Old 
Spice, Guerlain’s L’Heure Bleue, Dana’s Tabu, Lenthe- 
ric’s Miracle and Tweed, and an assortment of Coty, 
Hudnut and DuBarry items. 

Kreeger’s, a fashionable specialty shop withan excellent 
location geographically, also went in for a big Valentine 
window devoted to cosmetic and perfume merchandise. 
Fragrances featured in this display were Guerlain’s 
Mitsuoko and Vol de Nuit, Caron’s Bellodgia and Nuit 
de Noel, Ciro’s New Horizons, Surrender and Reflec- 
tions, Monteil’s Laughter and Nostalgia, Chanel No. 5, 
Dorsay’s Intoxication and Lanvin’'s Arpege. 

At the same time, Kreeger’s devoted part of another 
window to Carnival favor suggestions, most of which 
were cosmetic accessories, such as jewelled perfume fla- 
cons and lipstick cases. 

Piling promotion upon promotion, all of the stores 
afhliated with the Retail Merchants’ Bureau swung from 
Fashion Week right into Community Bargain Days (Feb- 
ruary 15-16-17). Although very little major cosmetic pro- 
motion was associated with these semi-annual sale days, 
a number of cosmetic items were offered to the public 
at bargain prices calculated to boost the month's sales 
records in the several departments. Maison Blanche, for 
example, advertised in-a quarter-page spread the follow- 
ing specials: Kinsman After-Shave Lotion, $2.10 size fon 
$1.50; Delettrez Cleansing Cream, $2.50 size for .89 
cents; MB brand talcum, regular .35 cent size, 3 for .57 
cents; Glass vanity dresser sets, special purchase item, $5 
and mirrored tissue box, $1.50 item for $1. 

D. H. Holmes had even more sensational bargains to 
offer its cosmetic customers, and devoted some strategic 
window space to these items during the sale days. Den- 
ney Face Powder in the $3 size went for $1.50, Alexandra 
de Markoff cleansing cream $3.50 size sold for $2, Eve- 
ning in Paris powder-perfume combination was marked 
down from $2.15 to $1.25; a La Cross lipstick and polish 
combination worth $1.60 went for $1; Corday Toilet 
Water slid from $4.50 to $1.98, Elizabeth Arden filagree 
atomizers worth $7.50 were sold for $3.75, Morlee Ato- 
mizers worth $1.95 went for $1, and a special Luxuria 
treatment combination was offered at $1. 

Glendy Culligan 








Specials Draw Trade 
From Other Counters 


HE cosmetic business has fallen on hard days in Cin- 

cinnati. Buyers were scratching their heads all through 
February figuring that the slow sales were part of the 
general slow-down in buying in this city and blaming 
the effect of the high Federal tax on their wares with in- 
creasing vehemence. Sales on staple items were consist- 
ently low, in spite of hopes for Valentine’s Day buying. 
Special promotions pulled in most instances, but in many 
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cases they drew the accustomed trade away from other 
counters. 

The town’s biggest promotion was by the John Shil- 
lito Co., which introduced John Powers’s new line of 
cosmetics with all kinds of fanfare. The store’s radio 
program, newspaper advertising, and news-column pro- 
motion played up the arrival of Powers and his seven 
models who put on four days of showing with cosmet-o- 
scopes in the store’s mammoth tea room. The promotion 
was not completed by press time, but the buyer was high- 
ly optimistic, expected the sales to put him ahead of 
1948's February sales record. 

The LaCross new package was to be introduced at the 
end of the month, and the buyer hoped for it to hit. 
Sprayowave (the wave set in the squeeze bottle) was 
“pretty fair” there, and the Fair Store reported good 
sales of it. Minit-Curl was doing well, and home per 
manents were picking up. The buyer expected this trend 
to continue, and planned promotions to tie in with East 
er, when she expects a rush for them. 

A full-page ad on Insta-Curl brought gratifying sales, 
but this buyer (Dow) still was on the lookout for any 
small, different, tricky gadget. People want them as prizes 
and small gifts, she stated, and “anything that looks good 
to me, I'll put a lot behind.” The ]. C. Penney Co., too, 
is stocking up on “$I items, any kind.” Without adver- 
tisement, the squeeze bottle cologne, “Cascade de Fleurs” 
by Jules Montenier sold well at Penney, as did a $2 
dusting powder-cologne package by Dorothy Perkins at 
$1. Barbara Gould's double-lipstick was doing fine at 
Penney and Rollman. Rollman planned to promote a 
similar double feature, the Revlon two-lipsticks-for $1.50, 
in March. Shulton’s Desert Flower cologne-with-small- 
perfume was to be advertised at Rollman in March fon 
the price of the cologne. The buyer expected sales “if 
the weather’s warm. Pre-Easter selling depends on that.” 
A demonstration by Hilda Friend of Hairmetique 
brought sales of about $125 a day (Rollman). 

At Mabley, Frances Denney, Dorothy Gray, and Ru- 
benstein all sold well at reduced prices; the demand for 
colognes was light but at least consistent and better than 
January’s; and the Coty kit, the Forty-Niner, was good. 
So were results of news ads on Revlon’s new Toasted 
Chestnut and Scarlet Poppy shades.-Mary Linn White 


PITTSBURGH 








Men Neglected 
As Customers 


66¥/ OU can’t high-pressure customers when selling 
cosmetics these days,” said the girl-behind-the- 
counter as a woman walked away after being shown a 
number of items. 
That’s the gist of the general trend expressed by a 
number of sales girls interviewed recently. Women are 
becoming dollar-conscious in respect to cosmetic buying. 


& Essential Oil Review 








To be specific, one of the sales girls pointed out that 
refillable lipsticks had much more sales appeal than lip- 
sticks with a fancy case, that might not hold regulation 
size-refills. 

Another suggested that anything “phony” was looked 
at with a jaundiced eye by women coming in to buy. 
Super-sales promises have, it seems, lost their appeal. A 
more practical viewpoint is being taken by Miss and Mrs. 
America. This is evident in the requests for merchandise 
that is known by name, rather than products that are not 
quickly recognized. 

One of the comparatively new items to catch on and 
enjoy brisk business in this city is “Amm-i-dent,” the 
tooth powder suggested to ward off tooth decay. Quick 
reception is attributed to two factors—editorial comment 
by a nationally known magazine and splashing local ads 
placed on a national basis. “We can’t keep adequate 
stock for the demand” is the comment in regard to this 
product. 

In this particular area, where city dirt is a primary 
consideration in beauty aids, good cleansing creams and 
cleansing aids are in demand. Women in this city are 
‘cleansing cream” conscious, as one sales girl put it. This 
is perhaps true of many industrial cities. The cleansing 
aid that gets the biggest response is the one that is specific 
in telling what it will do. Is it good for blackheads? Is it 
good for large pores? If so, why? Less generalities, more 
specific information, is what women want to read on the 
labels. : 

The Breath-o-lator continues to have excellent re- 
ception. Noted in an office where men are predominately 
employed, this reporter found that many men carried 
this item in their vest pockets. This brought up the idea, 
“Why has there not been more advertising directed to 
men on this item?’’ Although this has been on the market 
for some time, some of those men wanted to show me a 
“new” item they had just discovered! The sales potential 
for men apparently has been neglected. The younger 
men, particularly, were the ones who were carrying this 
new inhaler. They liked it in the gold colored model, 
rather than those in colors. They didn’t like to walk into 
a cosmetic department to buy it, I was told. Has anything 
been done to promote sales in the men’s departments, of 
men’s specialty stores?—Lenore Brundige 





Domestic perfumes would enjoy better sales at conventions if they 


were packaged in the same compact manner as are French imports. 
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Soap Makers Face Competition 


N welcoming members and guests to the 22nd An- 

nual Meeting of the Association of American Soap & 
Glycerine Producers, Inc., held January 26 and 27, at the 
Hotel Commodore, New York, N.Y., George A. Wrisley, 
president of the Association, gave a review of the hap- 
penings of 1948, which he called “tough and rugged.” 
He foresaw a resumption of active, normal competition 
in the industry. 

Charles Luckman, president of Lever Brothers Co., 
Cambridge, Mass., was elected president of the Associa- 
tion, succeeding Mr. Wrisley. N. H. McElroy, president 
of Procter & Gamble Co., Cincinnati, Ohio, was made 
vice-president for the Middle West. Other officers were 
reelected to their posts. They are: Vice-president for 
the West, E. M. Finehout, vice-president of the Los An- 
geles Soap Co.; vice-president for the East, E. H. Little, 
president of the Colgate-Palmolive-Peet Co., Jersey City, 
N.].; and treasurer, Nils S. Dahl, general manager of 
John’ T. Stanley Co., New York, N.Y. Roy Peet is man- 
ager of the Association. 

The new Board of Directors is composed of: J. L. 
Brenn, N.S. Dahl, H. Dock, L. J. Evans, E. M. Finehout, 
D. M. Flick, B. F. Flynn, G. F. Fulton, E. B. Hurlburt, 
FE. H. Little, C. Luckman, N. H. McElroy, E. A. Moss, 
R. H. Young, and G. A. Wrisley. 

Of special interest were group meetings devoted to in- 
dividual interests of members. The group program on 
bulk soap was presided over by Gordon Fulton, presi- 
dent of the Beach Soap Co, Subjects covered were: “What 
the Laundryman Expects From the Soap Manufacturer,” 
by Ralph B. Smith; “The Problems of Rug Cleaning,” 
by E. A. Leonard; and “Scouring Procedures in the Tex- 


as 
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Assembled members and guests listen to an address by 


Lt. General L. H. Brereton, on overseas conditions. 
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tile Industry,” covered by Hector Charles Borghetty. 

The section on synthetic detergents, presided over by 
Nils 5. Dahl, had as speakers: Lee D. Callans, who dis- 
cussed “Synthetic Detergents by Type—Anionic, Cati- 
onic, Non-lonic;”’ Lawrence H, Flett, who spoke on “‘Im- 
proving Synthetic Detergents by the Addition of AIl- 
kalia and Other Chemicals;” J. C. Harris, who talked on 
“Improving Synthetic Detergents;” H. E. Bramston-Cook, 
who discussed “The Present Position and Future Out- 
look of Synthetic Detergents from Viewpoint of Ton- 
nage. 

The presiding director of the panel on glycerin was 
L. J. Evans, vice-president of the lowa Soap Co, Subjects 
covered were: “Alkyd Resin Technology,” by Dr. Elling- 
ton M. Beavers; and “the Growing Consumption of 
Poly-alcohols,” by N. N. Dalton. Mr. Dalton is research 
director of the Association. The 1949 Glycerin Advertis- 
ing Program was discussed by E. S. Pattison. 

A discussion on “Plans for 1949” was held by the 
potash soap group. Russell H. Young, president, Davies- 
Young Soap Co. presided. 

A group meeting on the fats and oils outlook for 1949 
was presided over by D. M. Flick, vice-president of 
Armour & Co. In this group “Market and Prospects for 
Fats and Oils,” was discussed by Charles E. Lund; ‘‘For- 
eign Requirements and Allocations,” by George A. 


Prichard; “Supply and Availability of Foreign Oils,”” by 
Russell Kifer; and “ECA Requirements and Program,” 
by Kenneth Mainland. Mr. Lund stated that it is likely 
that this year is apt to be considered as the first of the 
postwar years, and as being an end to the wartime 
economy in fats and oils. 





Another luncheon view showing the speakers table. A total of 620 persons 
were registered for the 22nd Annual Industrial Meeting of the Association. 
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]. C. Harris, H. E. Bramston-Cook, Lawrence H. Flett, Lee J. 1 
Callans and Nils Dahl compose a synthetic detergent panel. 


A discussion on market research was presided over by 
E. A. Moss, vice-president of Swift & Co. “The Use of 
Marketing Research to Expand Industrial Soap Sales,” 
was the title of a paper delivered by Arthur B. Dougall. 
In it he stated that soap manufacturers do not appear to 
approach the industrial, commercial and institutional 
market with the acceptance of marketing research that 
they show in considering the consumer market. A dif- 
ferent approach is indicated as the industrial buyer is 
apt to consider quality specification, price, availability, 
reciprocity, as well as other factors. 

According to Mr. Dougall, marketing research in the 
industrial field is being used to develop new products 
and to improve existing ones; to determine market pos- 
sibilities and potentialities; to decide on distribution 
channels and coverage, to establish policies in relation 
to prices, trade discounts, and the scope of the product 
line to be manufactured. Marketing research is proving 
helpful in setting up or realigning sales territories, in 


b> ey 


Irving Bennett and G. E. Mockert listen and Dr. Victor Fourman elaborates 


——— a 


Brenn, Russell Young and Roy Peet develop “Plans for 1949” before a 


group interested in the potash soap division of the Association activities. 


developing compensation plans and sales control pro- 
grams for salesmen. It is helpful in advertising and sales 
promotion efforts, and is being used to coordinate pro- 
duction and inventories with sales. 

Other subjects reviewed were: “Grocery Store Trends 

Soap Department vs. Total Store,” by Philip Strom- 
berg; and “Consumer Purchases of Soap Related to In- 
fluence of Advertising and Sales Promotion,” by Sam 
Barton. 

In addressing the convention on “The Soap Industry 
in the Business Perspective,” A. D. H. Kaplan said: The 
hope of the small operator lies not only in the oppor- 
tunity to find a niche for himself among the great variety 
of requirements and processes which the soap industry 
embraces. It lies in the fact that the industry is destined 
to be catering to an expanding market. Guest luncheon 
speakers were: Dr. Ross L. McIntire, Administrator Na- 
tional Red Cross Blood Program, and L. H. Brereton, 
Lt. General U.S.A.F. 





N. N. Dalton points out some data on a production chart 


on some of the topics which he has heard discussed at the two-day meeting. as Ralph E. Whiting and Dr. Ellington Beavers look on 
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In the opening address of the Second Annual Meeting 
of the Soap and Detergent Manufacturers’ Association, 
held January 25, at the Hotel New Yorker, New York, 
N.Y., Herbert Kranich, president, welcomed members 
and guests. Following a brief outline of the program to 
be presented, he expressed the aims of the Association 
and pointed out some of the objectives which had been 
achieved. Particularly heartening is the cooperative 
spirit which has been developed in Washington. Follow- 
ing his address, the meeting was turned over to Andrew 
Federline, executive secretary. 

Among the speakers, representing various Govern- 
mental departments were: Charles E. Lund, Food Divi- 
sion, Office of International Trade, U.S. Department of 
Commerce; Raymond Dickey, Small Business Commit- 
tee, United States Senate; George L. Prichard, Fats and 
Oils Branch, Production and Marketing Administration, 
U.S. Department of Agriculture; W. B. Snow, Trade 
Practice Division Federal Trade Commission; and Edgar 
Burtis, U.S. Department of Agriculture. 

Following a short talk by Mr. Lund, a general discus- 


sion was held on the effect of export alloc ations of fats 


Solly, President of SDMA 


and oils as it might reflect in domestic supply, price, and 
production policies. (Effective February 7, the principal 
animal and vegetable fats and oils used in the making of 
soap were taken from under export control. Ed.) 

Raymond Dickey presented an eloquent plea for the 
free enterprise system. In order to have free enterprise, 
he stated, a trading surplus is required. Without a trad- 
ing surplus, allocations are a necessity, and with alloca- 
tions big business becomes bigger. The small business 
man, meaning in this case, the small soaper, finds it in- 
creasingly difficult to do business. Eventually, cartels are 
set up, and from them stem a controlled form of govern- 
ment. In all the world, stated Mr. Dickey, the United 
States is the only country dedicated to the free enterprise 
system. “Russia, France, Japan under an allied military 
government system, England with socialism, Germany 
which fell in the recent war, Holland with a cartel sys- 
tem, the Scandinavian countries with socialist systems, 
have fallen by the wayside in the economic system we 
call free enterprise.” “In my own experience,” stated Mr. 
Dickey, “I do not think any business man can afford to 
be without representation in Washington.” 





Directors of the Association are: Seated, G. Simmonds, E. Gillam, H. Kranich, C. Solly, B. Freudenthal; standing, A. Peck, H. W. 
Zussman, V. Haag, C. Schaad, W. R. Markland, A. R. Allison, M. J. Murphy, Jr., and D. Bachrach, Not shown, A. G. Young. 
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Edgar Burtis dwelt upon the statistical situation in fats 
and oils at some length. The data quoted showed an ade- 
quate supply to be available for soap making. 

While the Fat Salvage Campaign has been discon- 
tinued, collections are expected to continue in some 
volume, according to George L. Prichard. Bountiful har- 
vests in 1948 have provided large supplies of soybean oil 
and linseed oil and fatty acids. Large grain crops in 1948 
assure increased hog production and lard and grease 
production. The large 1948 oil crop production has also 
resulted in large domestic supplies of vegetable oil foods. 
Cattle probably will be marketed at heavier weights. Mr. 
Prichard foresaw adequate imports of copra and coconut 
oil and other soapmaking materials. This, however, does 
not apply to palm oil. The statistical data does not fully 
explain the recent decline in domestic fats and oils prices. 
On the basis of the world situation, these declines are not 
fully justified. 


TRADE PRACTICE CONFERENCE 


After outlining a number of instances of “compulsory 
proceedings” on the part of the Federal Trade Commis- 
sion, W. B. Snow took up the matter of the Trade Prac- 
tice Conference. He said: “The trade practice conference 
procedure is a ‘cooperative’ procedure as distinguished 
from the compulsory procedures of the Commission. The 
theory of the conference method is that most business- 
men prefer to obey the law, but either through ignorance 
of the legal requirements or because of competitive pres- 
sures find themselves in the role of law violators. This is 
an extremely distasteful role to honest businessmen, both 
large and small. 

The trade practice conference procedure provides a 
means whereby industry members may obtain a clarifi- 
cation of the laws as applicable to practices in their in- 
dustry, and to clean house by placing everyone on a fair 
competitive basis under rule. That this cooperative 
method providing as it does a measure of self govern- 
ment in industry has an appeal to business generally is 
evidenced by the fact that over 160 industries, having 
an ageregrate annual volume of sales in excess of 40 bil- 
lion dollars, are now operating under rules. 

Percy C. Magnus, guest speaker at luncheon, proposed 
that his listeners challenge every factor in their business 
for efficiency and productive capacity; that they re-ex- 
amine their exiting and potential markets; that they 
seek methods of improvement; that they believe that 99 
per cent of their problems lay not in the Halls of Con- 
gress, but in their own manutacturing plants; that there 
is a sound, healthy and growing market for the products 
which they produce at present, or which they should 
produce in the future. 

Following luncheon, the afternoon was devoted to a 
business session and discussion of questions submitted 
from the floor. 

Elected officers were: President, Charles Solly; vice 
president for the East, Bernard Freudenthal; vice-presi- 
dent for the West, A. G. Peck: treasurer, H. W. Zussman. 
A. P. Federline was reelected executive secretary of the 
Association. Directors for 1949 are: George Simmonds, 
Ernest O. Gillam, Herbert Kranich, Charles B. Solly, 
Bernard Freudenthal, A. G. Peck, H. W. Zussman, Ver- 
non Haag, Carl Schaad, W. R. Markland, A. R. Allison, 
M. J. Murphy, Jr., Dudley Bachrach and C. G. Young. 
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Newly elected officers of the Association are: Bernard Freudenthal, 
Charles B. Solly, A. G. Peck, A. P. Federline and H. W. Zussman. 





William B. Snow, Jr.. E. L. Burtis and George L. Prichard are 


Government experts who addressed the meeting on timely subjects. 





Percy Magnus, guest speaker, and Herbert Kranich, president, 


snapped at the speakers stand addressing an attentive gathering. 
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GUERLAIN 


HERB FARM SHOP 





GUERLAIN: L’Heure Bleue Eau de Co- 
logne by Guerlain, makes its debut this 
month. It is packaged in a circular bottle, 
topped with a pyramid-like stopper. The 
price is $4.50 for the 3 ounce bottle. 


HERB FARM SHOP: Herb Farm Shop is 
introducing Spraymist. The dispenser is of 
blue metal, capped with a plastic top. The 
top contains a trigger which releases a fine 
spray of toilet water under pressure. The 
container is non-breakable and_ prevents 
evaporation. Price $3.00. 


JACQUELINE COCHRAN: An Eye Bright 
Eye Kit has been developed by Jacqueline 
Cochran. It contains eye cream, eye bath and 
eye pads. The latter are made of white flan- 
nel and sealed in a transparent pliofilm en- 
velope with a soothing solution. Price $2.00. 


JACQUELINE COCHRAN 
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HOUSE FOR MEN 


THE HOUSE FOR MEN: House for Men has de- 
veloped an ivory plastic bowl, said to be an exact replica 
of the much publicized $1,875,18 karat gold shaving 
bowl. It has a locking dust-proof cover and patented 
brush holder. Sales price $1.00. 


NESTLE-LEMUR: Hi-Curl Lacquer is being marketed 
by Nestle-LeMur in a redesigned bottle which is easy 
to grip, easy to pour from, and has a sturdy base to 
prevent tipping. 





NESTLE-LEMUR 


BROWNY: Browny packages its perfumes in a man- 
ner representative of their native Honolulu. The 
Pau Lei contains a white ginger blossom and is set 
in a paper lei. Boxes are covered with real Tapa o1 
Abaca cloth. The covers are of distinctive design, 
usually the designs are the property of one family, 
and colored with pigments of root or earthen origin. 


_Mi- curs 
»- ‘ > are « ‘ > ‘ » > * 
Packages are hand-made by natives. Lacoutr 
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SHULTON: As a father’s day special, Shulton is of- 
fering a water-repellent, flexible plastic shave kit in 
rich red which contains lotion, cream and talcum. It 
retails at $1.95. 





SHULTON BROWNY 
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ssential Oil and Perfumer 


Progress 


Here the author presents a comprehensive review of the 


recent developments in research in the field of essen- 


tial oils, perfumes and synthetic aromatic chemicals. 


DR. PAUL Z. BEDOUKIAN* 


ae the past year, the essential oil and perfume 
industry has undergone the expected post-war re- 
adjustments and conditions have returned to normal. 
Supplies of most of the essential oils and particularly of 
the aromatic chemicals have become plentiful and the 
industry is definitely facing a buyers’ market. This has 
resulted in severe competition with consequent lower- 
ing of prices of a number of perfumery ingredients. In 
spite of some concern on the part of the industry over 
the disappearance of war time business and profits, the 
industry as a whole is in a healthy condition and looks 
forward to good business so long as present high levels 
of employment continue. 

Research in the field of synthetics and essential oils 
is progressing as indicated by the number of reports ap- 
pearing in the scientific and trade journals. This in itself 
is an encouraging sign. 

It is noteworthy that essential oil houses in the United 
States are showing active interest in supplying com- 
pounds to industries hitherto little concerned with per- 
fumes. Many low priced aromatics have been developed 
and special odorants are now available for use in leathers, 
rubber, paints, ink, wax, textiles, disinfectants and many 
other products. Although the per pound value of these 
compounds is low, the quantities involved are tremen- 
dous and further development along these lines may 
well mean prosperity for the industry for many years to 
come. 


ODOR AND PERFUMES 

Our lack of knowledge of the nature of odor has been 
the cause of our inability to analyze and compare odors. 
As in previous years, attempts have been made to find 
partial solutions to this problem. These attempts are in 
themselves interesting but the final solution depends on 


* Compagnie Parento, Inc., Croton-on-Hudson, N.Y. 
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discovering the nature of odor and a method of its physi- 
cal measurement. 

An article on the physical and physiological charac- 
teristics of odorous materials appeared in a French 
journal.' A very interesting study has been made on a 
method of measuring differential sensitivity in olfaction 
in relation to the number of odorous molecules.? Another 
interesting article deals with the Beck and Miles theory 
of odor being a radiation absorption phenomenon.* 
These and similar publications on theories of odor*t show 
the general interest in the subject. 

Although an understanding of the nature of odor and 
methods of its measurement will be of inestimable value 
to the industry in general, the perfumer is chiefly con- 
cerned with blending odorous materials in a manner to 
produce a pleasant and harmonious compound. Conse- 
quently, articles dealing with the art of perfumery are 
always of interest as they serve to disseminate informa- 
tion on personal experiences in creating perfumes. 

Perfume compounding and the requisites of a good 
perfumer were discussed by Chaleyer.® A logical method 
of attacking the problem of creating an original perfume 
is put forward by Morel.* The author indicates the neces- 
sity of starting with two or three basic materials and 
blending them in definite proportions until a pleasing 
balance is obtained. The resultant blend is then rounded 
off by the addition of other materials. Needless to say, 
the quality of the finished perfume depends upon the 
creative ability of the perfumer. 

The mechanism of fixation of perfumes and the role 
of various fixatives were the subject of an article by 
Ruemele.’ Factors to be considered in compounding a 
perfume were discussed by Pacini.* In the author's opin- 
ion, the effect of the perfume upon the finished product 
in which it is used should be thoroughly tested as to 
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stability and shelf life before it is put on the market. 

Another publication deals with the care and aging of 
perfumes and suitable containers for their storage.* A 
few of the possible reactions which might take place 
during the process of aging were reported by Collum- 
bier.'® In this connection, the perfumer should take into 
consideration the formation of Schiff bases by the inter- 
action of amino compounds such as anthranilaes and 
indole with various aldehydes. Schiff bases are usually 
highly colored and Wells" has cited some colored odor- 
ous compounds obtained with various aldehydes. 

Very large quantities of aromatics are used for per- 
fuming soaps. In view of the sensitivity of certain per- 
fumery compounds in soaps, great care must be taken 
in compounding soap perfumes. Some of the problems 
involved have been discussed by two authors.'* ' 


SYNTHESIS OF IRONE 


In last year’s review, the elucidation of the structure 
of irone and its synthesis were reported. Further studies 
on irone have been carried out by Naves and co-workers"* 
and by Ruzicka and co-workers.'® According to Ruzicka, 
natural irone consists to a very large extent of the gamma 
isomer with a little alpha and beta irone. The gamma 
isomer possesses the typical orris odor and is converted 
to the alpha and beta on treatment with acid. The odor 
of the alpha and beta irone is closer to that of methyl 
ionone than of orris. 
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The interest aroused by the discovery of the struc- 
ture of irone and its synthesis is evidenced by the large 
number of review articles on the subject.'® 17 1. 1% 2 21, 
22, 23, 24, 25 

Research in the ionones is continuing partly because 
of their importance to the perfume industry and also 
because beta ionone serves as the starting material for 
the synthesis of Vitamin A. It is interesting to note that 
as a result of studies on the constituents of ambergris, 
Ruzicka and co-workers** have isolated gamma dihydro- 
ionone from the volatile products of ambergris. This 
compound has been synthesized and its identity with 
the natural product established.* 

An excellent study has been made by Koster** on the 
condensation of citral with acetone, methyl ethyl ketone 
and diethyl ketone. The pseudoionones thus obtained 
have been cyclized to give various ionones, methyl io- 
nones, and 1,3 dimethyl ionones. The author also gives 
the physical constants of these products. 

The addition of acetylene to beta ionone with soda- 
mide as catalyst has been studied.*® Beta ionylideneace- 
tate has been reduced to the corresponding alcohol by 
means of lithium aluminum hydride.*° This newly de- 
veloped reagent is very convenient for the reduction of 
esters to the corresponding alcohols and will probably 
find some use in the perfume industry. Beta ionone on 
treatment with Ziegler’s reagent, N-bromsuccinimide has 
yielded dehydro-beta-ionone.*' The odor of this com- 
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pound, we are indeed sorry to relate, is not reported. 


RESEARCH IN TERPENES 


Some structural problems of terpenes which are of 
academic interest have been discussed in a number of re- 
ports. The optical relationships in the transformation of 
methyl camphene into 4-methylisoborneol have been 
studied**. Another publication deals with the hydration 
of bornylene and 4-methyl bornylene.** Syntheses of dl- 
piperitone*® and cis-apofenchocamphoric acid*® have 
been reported. An interesting article discusses the steric 
relationships of optically active alpha-isopropylglutaric 
acid, fenchone and camphor.*? A study of the constitu- 
tion of carotol indicates that it has the skeletal structure 
of 1,7-dimethyl-4-isopropyl naphthalene.** Isomeriza- 
tion of alpha pinene with chloronaphthylsulfonic acid 
has yielded a variety of monocyclic terpenes.*® Isomeriza- 
tion of alloocimene by prolonged heating at reduced 
pressures gave a number of products including alpha and 
beta pyrenones.*® Catalytic isomerization of alpha- 
pinene in the liquid phase with magnesium sulfate gave 
a number of bicyclic terpenes.*' 

The detection of phellandrene in essential oils by 
means of its tetrabromide has been studied.5? Menthone 
and menthol have been synthesized from 4-terpinenol.** 
A review was published on the synthesis of ascaridole.™* 


MACROCYCLIC MUSKS 


Intensive research continues in the syntheses of macro- 
cyclic compounds. These are not only of academic in- 
terest since they contribute to our knowledge of organic 
chemistry but also of considerable practical importance 
to the perfume industry. It is well known that the fixative 
and odor value of natural musks and civette extracts is 
due to the presence of macrocyclic ketones. It is hoped 
that further research along these lines will result in 
the development of methods which will bring these com- 
pounds within the range of average priced perfume com- 
positions. 

The credit for the discovery of the constitution of 
macrocyclic compounds such as muscone and civetone 
belongs to Ruzicka who synthesized a number of large 
membered ketones and lactones. In a recent publication, 
the forty-fifth paper on the subject, Ruzicka and co- 
workers** have reported the conditions for the synthesis 
of polymembered large ring compounds. 

An excellent method of preparing macrocyclic lac- 
tones is reported by Hunsdiecker.** The yields obtained 
by this method are stated to be 10 to 100 times better 
than by previously known methods. The procedure in- 
volves the cyclization of omega bromo acids in methyl 
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ethyl ketone in the presence of potassium carbonate. 
Ihe yields obtained for rings of 14 to 17 carbon atoms 
were well over 90 per cent. 

In a number of papers appearing in the Swiss chemi- 
cal journal, Stoll and co-workers** **. ** present several 
novel and improved syntheses of macrocyclic com- 
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pounds. Thus, in a study of the optimum conditions fon 
lactonization of higher omega bromo-acids, it was found 
that lactonization of the potassium salt in methyl ethyl 
ketone in a specially designed apparatus gives high yields 
of the lactone. Potassium 15-bromopentadecanoate gave 
85 per cent of 15-pentadecanolide.** A new and im- 
proved method of preparation of muscone is reported 
which involves the cyclization of dodecamethylene di- 
methyl diketone. The cyclization is carried out in ethei 
using methylaniline magnesium bromide to give 3-me- 
thyl-2-cyclopentadecenone which on hydrogenation 
forms the saturated ketone, muscone. A yield of 17 per 
cent is reported by this process. 

In another paper, Stoll and Commarmont*’ report the 
conversion of 1,2-cyclohexadecanediol to cyclohexade- 
canone by distillation over alumina at high tempera- 
tures. An isomer of muscone, namely 2-methyl cyclo- 
pentadecanone has also been prepared by the reduction 
of 15-methyl-2 hydroxycyclopentadecanone.** 

Preparation of macrocyclic lactones in the gaseous 
phase is discussed by Stoll and co-workers.** Thus, distil- 
lation of 1,15-hexadecanoic acid over titanium oxide 
catalyst at 250-300° C. and 0.03 mm. pressure gave 
higher yields of cyclopentadecanolide. The synthesis of 
natural civetone is given by Stoll and co-workers in an 
other publication.** 

In last year’s review, we indicated the possibility of ap 
plying the method of Blomquist which involves the cy- 
clization of bifunctional diketones to the synthesis of 
macrocyclic compounds. Blomquist and co-workers*’ 


report the synthesis of civetone and dl-muscone by this 
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method, The yields were 3: } per cent for civetone and 2 
per cent for dl-muscone. At its present stage, the yields 
appear to be lower than those obtained by previously 
known methods. 

Two reviews have been published in connection with 
musks and similar odors. One*! discusses the musk ob- 
tained from muskrats and the other*® is a general trea- 
tise on odorous substances from the stomach concretions 
of various animals such as goats, deer, antelopes, giraffes, 
camels, etc. Some of these concretions are reported to pos- 
sess musk like odors. 


INDUSTRIAL APPLICATION 


The use of turpentine oil for the development of 
numerous products not ordinarily related to the per- 
fume industry continues. Alloocimene has been prepared 
by the pyrolysis of alpha pinene.®® According to a recent 
patent’ wetting and cleaning agents are produced by 
reacting alkylene oxides with terpenes. Another patent? 
describes the production of a lubricant by sulfurizing 
terpenes at high temperatures. Hydration of terpenes 
with H,NSO.H as the catalyst is reported to give high 
* Benzenoid hydrocarbons 
are formed by the action of hydrogen bromide on limo- 
nene.** Other catalysts can also be used. Nopol, which 
has become a new and commercially available product, 
can be pyrolyzed to produce a number of terpene alco- 
hols, some of which may be of value to the perfume in- 
dustry.°° Studies are being made on the dehydrogenation 
of pinane and p-menthane.*' 


yields of terpene alcohols.* 
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Importance of Good Publicity 


The cosmetic columns in the daily newspapers are im- 
portant. This is a statement which Chicago retailers of 
fine cosmetics will endorse 100 per cent. The writers of 
these columns insist upon quality merchandise. One 
paper is reported as refusing to mention a product until 
it has had the item tested in a laboratory, and using the 
laboratory findings as a basis for its comments and recom- 
mendations. It is said that this paper will not carry in- 
formation on merchandise because of store or manufac- 
turer pressure. As a result, both are eager for endorse- 
ment in its columns. Department stores assert that any 
item given a write-up will produce a volume of sales, so 
high is the paper’s reputation. The head of the depart- 
ment receives samples almost by the carload, but few 
ever see the light of day in print. And, as stated, none are 
mentioned until laboratory, and often skin tests are com- 
pleted. Department stores vie with each other in follow- 
ing the suggestions offered in the daily column and 
usually one will find the item discussed being featured 
with a clipping from the column. As all merchandise is 
mentioned in the newspaper without a name being given, 
a telephone call to the office is required to find out where 
the featured item may be purchased. It is reported that 
as high as 1,000 calls have been recorded on an individual 
item in a single day. 
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Lewis and Elliott to Lever Board 


Ralph P. Lewis and James M. Elliott have been elected 
to the Board of Directors, Lever Brothers Co., Cam- 
bridge, Mass. Mr. Lewis is president of Harriet Hub- 
bard Ayer, Inc., New York, N.Y., and Mr. Elliott is presi- 
dent of John F. Jelke Co., Chicago, Ill. Both companies 
are subsidiaries of Lever Brothers, and both have been 
acquired within the last two years. 





Break-Down of Detergent Sales 


In hard water areas, American housewives are using as 
much of the new synthetic detergents as they do of 
packaged soap products, Robert M. Prather, manager of 
market research of the Indoil Chemical Co., Chicago, 
Ill., told members of the Chemical Market Research As- 
sociation at the Biltmore Hotel, New York, N.Y., Febru- 
ary 9. However, in soft-water areas, detergents amount to 
about 10 per cent of the cleaners employed. 

Although there were no chemically-produced deter- 
gents at all before 1930, Mr. Prather said, the number of 
brands of these products now on sale numbers over 500, 
and the total production in this country is 600 million 
pounds per year, of which more than two-thirds are used 
in the household. 





Soaps and Fats Off Control List 


Through action taken by the Office of International 
Trade, announced February 7, soap, and the principal 
animal and vegetable fats used in the making of soap, 
were taken from under export controls. 

Soaps listed as being taken from the Positive List are: 
Toilet, fancy and medicated; laundry and household 
soaps in bars, yellow, white; laundry, chips and flakes, 
bulk and packaged; laundry, granulated, powdered, 
beaded and sprayed, bulk and packaged; industrial soap 
powders; shaving creams and powders (in bulk only); 
non-abrasive types of pastes, powders and household 
washing powders (fat content not over 25 per cent— 
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higher content is to be reported); abrasive types of soaps 
(fat content above 10 per cent). The above does not apply 
to shipments to “R” countries. 





Soap Sales Are Off 


Sales of non-liquid soap during 1948, as reported by 
companies representing approximately 90 per cent of the 
industry tonnage, amounted to 2,491,380,974 pounds, ac- 
cording to Roy W. Peet, manager of the Association of 
American Soap & Glycerine Producers, Inc. 

Tabulations of the Association’s quarterly sales census 
for the year 1948 indicates sales of liquid soaps amounted 
to 3,301,148 gallons, and synthetic detergents totaled 
101,685,000 pounds. 

Using only reports from companies where comparison 
with 1947 figures can be made, sales of non-liquid soaps 
in 1948 were 11 per cent less than 1947. Sales for the 
fourth quarter were 31 per cent less than for the fourth 
quarter of 1947, and 16 per cent less than sales reported 
for the third quarter of 1948. Liquid soap sales reported 
for the year 1948 were only 2 per cent less than those re- 
ported for 1947. Fourth quarter 1948 liquid soap sales 
showed a 35 per cent increase over the fourth quarter of 
1947, and a 39 per cent increase over the third quarter of 
1948. 

No data are available for synthetic detergent sales in 
1947 but the quarterly reports for 1948 reflect a steady 
increase. In the first quarter 69,034,000 pounds were re- 
ported, in the second quarter, 96,826,000 pounds, in the 
third quarter 115,629,000 pounds and for the fourth 
quarter, 120,196,000 pounds. 





Fairbanks Soap Appointments 


R. G. Fairbanks, president and general manager of the 
Fairbanks Soap Co., Ltd., Toronto, Canada, has an- 
nounced the appointment of W. N. Keefe as vice-presi- 
dent in charge of manufacturing, and of W. J. DeRocher 
as treasurer. 
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offee Flavor Components 


The flavor of roasted coffee is a very complex 


mixture. A study of these components may 


help in the formulation of a coffee flavor. 


MORRIS B. JACOBS, Pu.D.* 


T was stressed in a prior article that there have been 

a number of major investigations concerning the com- 
ponents of coffee flavor. These investigations were 
carried out for several purposes but principally, espe- 
cially with later work (1) for information concerning the 
relationship between the volatile components of coffee 
and the problems of coffee staling and rancidity and (2) 
for information concerning the preparation of an arti- 
ficial or synthetic coffee flavor. 


EARLY WORK 


One of the earliest investigations was that of Bern- 
heimer,! who analyzed condensed roaster gases and 
found acetic acid, acetone, higher fatty acids, quinone, 
a methyl derivative of saligenin, caffeine, methylamine, 
and pyrrole to be present. Monari and Scoccianti,* who 
also analyzed condensed roaster gases found pyridine 
present. Jaeckl® found formic and acetic acids, acetone, 
furfural, and nitrogen containing compounds such as 
ammonia, trimethylamine, pyridine, and caffeine. 

Erdmann’ found a little acetic acid, isovaleric acid 
in considerable amounts, furfuryl alcohol, phenols, and 
a very small fraction, boiling at 93 deg. C. under reduced 
pressure of 13 mm., having an odor resembling coffee 
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and containing nitrogen. 

Other early workers in this field were Bertrand and 
Weismuller,? who reported the presence of pyridine to 
the extent of 200-250 mg. per kilogram of coffee; Seth- 
ness,’* who isolated a methyl ether of saligenin and 
claimed this material to be the chief component of coffee 
oil, and Schmalfuss,'* who isolated diacetyl. 


STAUDINGER AND REICHSTEIN 


A major investigation in this field was that of Staud- 
inger and Reichstein,’* who described in British and 
American patents various compounds which they iso- 
lated from coffee by distillation of damp raw material 
with 2 per cent water under 2-5 mm. vacuum at 100-110 
deg. C., the distillate being condensed in 3 condensers 
at —20 deg. C., —80 deg. C., and —180 deg. C. The com- 
pounds they list are: 


Compound B. p. deg. C. 
Carbon dioxide —I16 
Hydrogen sulfide 60 
Methanethiol 4.5.8 
Acetaldehyde 20.8 
Dimethyl sulfide 38 
Acetone 56.5 
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Methyl alcohol 66 
Diacetyl 88 
Methyl ethyl acetaldehyde 92 
Acetylpropiony| 108-112 
1-Methylpyrrole 114-115 
Pyridine 115 
Acetic acid 118 
Acetol 146 
2,6-Dimethyl pyrazine c. 152 
Ketine 155 
2-Furylmethanethiol 155 
Furfural 161.7 
Furfuryl alcohol 171 
Isovaleric acid 176 
Phenol 183 
5-Methylfurtural 187 
Guaiacol 205 
Naphthalene 218 
Hesperetol (5-Vinylguaiacol) c. 240 
Catechol 245 


In addition they found some indication of the presence 
of 2,3-dioxyacetophenone, |-furfurylpyrrole, maltol, and 
palmitic acid. Thienyl mercaptan and other derivatives 
containing thiol and sulfide functional groups were indi- 
cated in their work. 


PRESCOTT AND CO-WORKERS 


In 1937, Prescott '* ™! and his co-workers reported in 
two articles the products they obtained by a methy| alco- 
hol extraction of coffee followed by ether and petroleum 
ether extractions of the methyl! alcohol extract and also 
by an ether and ethyl acetate extraction of coffee brew. 
They proved the presence of acetic acid, formic acid, 
diacetyl, furfuryl alcohol, furfural, furfuryl acetate, 
diethyl ketone, eugenol, and guaiacol, by the preparation 
of derivatives. They isolated two hydrocarbons, n-hepta- 
cosane (270 deg. C. at 15 mm.) and another hydrocarbon 
melting at 117-118 deg. C. They also found p-vinyl- 
guaiacol, p-vinylcatechol, vanillone (p-acetylguaiacol), 
sylvestrene, and a material termed kahweol. 


JOHNSON AND FREY 


By a procedure involving the dry distillation of 
roasted coffee under high vacuum in the absence of 
oxygen, Johnson and Frey’ isolated a number of com- 
ponents of coffee flavor not previously identified by 
other investigators in this field. They found positive 
evidence for the presence of hydrogen sulfide, acetalde- 
hyde, diacetyl, furfural, and pyridine. They also found 
some evidence of the presence of furfuryl alcohol, furane, 
and of acetyl methyl carbinol. A principal contribution 
was the identification of the presence of acetyl methyl 
carbinol. Johnson and Frey also indicated that it was 
possible that some of the compounds isolated by Staud- 
inger and Reichstein were due to decomposition at- 
tributable to the method of distillation, and might ac- 
tually not be present in the natural aroma. 


LATER WORK 


While Eldert did not attempt to isolate the com- 
ponents of coffee flavor in an investigation concerning 
the stability of coflee, he did show that compounds re- 
lated to those isolated by the workers mentioned above 
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had antioxygen properties. The most effective are those 
with unsubstituted imino groups and at least one un- 
substituted alpha or beta nuclear hydrogen. Pyrrole, 
proline, containing the pyrrolidine or reduced pyrrole 
nucleus, piperidine and piperazine were good. Caffeic 
acid and catechol were also useful. 

Ongaro® attempted to synthesize various compounds 
in order to obtain some with a coffee aroma but of those 
synthesized only 2-furyl mercaptan, which was prepared 
by the method of Gilman and Hewlett, at very low con- 
centration had an odor resembling that of coffee. At 
higher concentrations its odor was distinctly that of 
ordinary thiols. Staudinger and Reichstein'' did con- 
siderable work on various sulfur-bearing compounds in 
an attempt to evaluate their usefulness for coffee flavors. 


CLASSIFICATION OF COMPONENTS 


If we examine the compounds listed above that have 
been isolated from roasted coffee, we find that they may 
be placed into several major groups, namely, sulfur- 
bearing compounds, nitrogen-bearing compounds, ke- 
tones and aldehydes, and alcohols and phenols. 

Sulfur-bearing compounds. These are hydrogen sul- 
fide, dimethyl sulfide, 2-furylmethanethiol or furfuryl 
mercaptan, methanethiol or methyl mercaptan, and 
thienyl mercaptan. In addition to these there is some 
mention in the literature of butanethiol and methyl 
furyl mercaptan being present. 

Nitrogen-bearing compounds. In this group we can 
place pyrrole, l-methylpyrrole, pyridine, pyrazine, ke- 
tine, 2,6-dimethylpyrazine, methylamine, 1-furylpyrrole, 
caffeine, and in all likelihood higher substituted pyr- 
roles and pyrazines. 

Aldehyde and ketones. Among the aldehydes and ke- 
tones we find listed acetaldehyde, acetone, methyl ethyl 
acetaldehyde, acetol, maltol, furfural, acetyl methyl car- 
binol, 2,3-dioxyacetophenone, methylfurfural, and the 
important diketones diacetyl and acetylpropiony]. 

Alcohols, phenols, and ethers. A number of hydroxy 
compounds have already been mentioned in the preced- 
ing group since they contained ketonic functional groups 
also. In addition methyl alcohol, furfuryl alcohol, 
methylfurfuryl alcohol, phenol, guaiacol, vanillone, hes- 
peretol, catechol, p-vinylcatechol, and analogous com- 
pounds of more than one functional group have been 
isolated or indicated. 

A small number of other components such as the fatty 
acids acetic acid, valeric acid, palmitic acid, and hydro- 
carbons such as n-heptacosane and some unidentified 
hydrocarbons complete the components mentioned in 
the literature. 


SYNTHETIC FLAVORS 


It can be readily seen that the flavor of coffee is a most 
complex mixture. It is probable that in coffee flavor itself 
some of these components do not exist in the free state 
but actually exist as condensation products. 

The synthetic formulations that have appeared in the 
literature for synthetic coffee flavor have been based 
principally on the compounds which have been listed 
above and on the use of certain condensation products. 
One of the formulations proposed by Staudinger and 
Reichstein’® will serve as an illustration. A slight modi- 
fication of this has been noted by Dyson.* 
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STAUDINGER AND REICHSTEIN 
FORMULATION 


Component Parts 
Acetylpropiony| 4 
Methyl ethyl acetaldehyde | 
Acetaldehyde 3 
Pyridine 3 
a-Methylfurfurol 2 
Isovaleric acid z 
Diacetyl ] 
Furfurol ] 
Phenol l 
Isoeugenol l 
Methyl mercaptan 0.6 
a-Methylcyclopentenolone 0.5 
Thioguaiacol (0).4 
Furfuryl mercaptan 0.3 
n-Octyl alcohol 0.3 


It should be noted that some of these components are 
poisonous compounds and that therefore great care must 
be exercised in their use and application. 
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Flavored Notes 


A number of items have appeared in the newspapers 
anent so-called synthetic foods developed by the Eco- 
nomic Cooperation Administration in Germany. These 
ersatz items are supposed to be “new” but actually are 
mixtures containing real food. Thus the sausages con- 
tain about 50 per cent of meat and about 50 per cent of 
vegetable protein. Although the vegetable protein is not 
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identified, sausages containing 50 per cent of soybean 
meal have been reported previously in the literature. 
There is some intimation, however, that flavoring ex- 
tracts have been added to these foods to give them flavors 
that make them taste like roast beef, and other foods like 
lamb and fish but what these flavoring extracts are has 


not been disclosed. 
* ” * 


There is an interesting article by Stuart E. Jones on 
Spices, the Essence of Geography, in the March, 1949 
issue of the National Geographic Magazine which dis- 
cusses spices from the point of view of a spice taster, 
Crosby Gaige, an adviser of the American Spice Trade 
Association. 

* * * 


Swiss Patent 228,917, Dec. 16, 1943, discloses a method 
for preparing a coffee substitute from the tailings and 
husks and shells of cocoa beans.—M.B.]. 





Confectioner’s Association Conference 


The Pennsylvania Manufacturing Confectioner’s As- 
sociation is to hold its Third Annual Production Con- 
ference May 26-27, Hotel Bethlehem, Bethlehem, Pa. 

Subjects covered will be: Research in Candy Produc- 
tion, Dr. H. A. Neville; The Science of Nutrition in Re- 
lation to Candy, Dr. George R. Cowgill; The Candy 
Maker and Quality Control, James A. King; Cellophane 
Wrapping Techniques, Walter M. Farrelly; Air Condi- 
tioning in the Candy Industry, W. F. Otis; New Process 
for Making Marshmallow Continuously, John P. Bola- 
nowski; Melting Chocolate Electronically, Boyd R. Hop- 
kins; Crystallization of Cocoa Butter and its Effect on the 
Properties of Chocolate, Norman W. Kempf; Chocolate 
Symposium; Flavoring Confectionary and Candy, Dr. 
Morris B. Jacobs; Discussion of Flavoring Problems; 
New Methods of Confectionary Process Control, Lloyd 
E. Slater; The Role of Sugar in Candy Making, Louis 
Lang; and a Starch Symposium. 

Arrangements have been made with the Hotel Beth- 
lehem, Bethlehem, Pa., the Americus Hotel, Allentown, 
Pa., and the Hotel Easton, Easton, Pa., for the accommo- 
dation of registrants and guests. 
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T is probable the toiletries industry will be given an- 

other 30 days to file suggestions for modification of the 
proposed Fair Trade Practice Rules which were dis- 
cussed at the public hearing in the Capital on February 
10. At the conclusion of the recent hearing the members 
of the industry were given 15 days to file any documents 
that might be pertinent. This extension expired on 
February 25. The additional extension of 30 days would 
in all likelihood expire not later than March 29. 

While there is a probability the extension will be 
granted, since it was originally suggested by Director 
Henry Miller of the FTC Bureau of Fair Trade Prac- 
tices Conferences, it is by no means assured. The Federal 
Trade Commission people feel that the Rules have been 
so exhaustively explored at the hearings here and in New 
York that there is littke more to be debated or suggested. 
It is for this reason that they see little reason for holding 
a re-hearing which was suggested by various members of 
the industry. The only changes were proposed by a mem- 
ber of the legal staff of the FTC. They concerned some 
rather complicated legal verbiage which would attempt 
to meet the objections voiced about the mandatory tone 
of some of the Rules. It is doubtful, however, that even 
these verbal reconstructions would fundamentally 
change the mandatory nature of the Rules. 

There was much objection to the Rules, as proposed, 
and it surprised observers who represented other Gov- 
ernment agencies that the objections came with as much 
vigor from the representatives of smaller units of the in- 
dustry as they did from those from whom the protests 
were expected. The Rules do not seem to be popular 
with any substantial segment of the industry. The in- 
teresting fact is that there is small doubt the Rules will 
finally be made effective, and will be promulgated as 
written and as now drafted, with only minor changes, if 
any, despite the sentiment of the industry. When the 
Federal Trade Commission goes as far as it has in this 
instance it has never been known to finish the job by 
failing to go through with the promulgation of the pro- 
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posed Rules. It seems very likely, at this writing, that 
the Fair Trade Practice Rules for the Toiletries In- 
dustry will be in effect by early Spring, if not sooner. 


ITALIAN CITRUS OILS COMPETE 


It is reported here that Italian citrus oils, especially 
lemon oil, are coming into the United States in volume 
and displacing American products, particularly East of 
the Mississippi River. Apparently the oils from Calli- 
fornia, Arizona, and other Western sources still are hold- 
ing their markets in the West, even though the great 
freeze on the West slope has markedly reduced the citrus 
crop. On the other hand, under ECA dispensation, we 
are sending large quantities of various essential oils to 
Europe, particularly to the Netherlands, Belgium, Lux- 
embourg, and Bizone Germany. 

With the exception of peppermint oil, most of the 
essential oils have been provided by ECA from what is 
euphoniously called “off shore” sources, and which 
means, of course, they come from foreign countries. In 
one instance we sent almost $200,000 worth of pepper- 
mint oil to the Netherlands, direct from the United 
States. In recent months the ECA has caused $800,000 
worth of essential oils to be forwarded from various 
countries to Europe. Most of the shipments have gone 
to the Netherlands. Recent reports show a total of $600,- 
000 worth of oils as going from the United States “and 
its possessions.” All other shipments were sent either 
from Japan, China, or Latin America. The reports do 
not indicate the character of the oils that were procured 
in Japan. It is said in Washington that they included 
menthol and camphor oils. The Chinese shipments are 
reported to have included anise, cassia, citronella, sassa- 
fras, menthol, ho, and sltiu oils. The oils supplied by 
Latin America were various, including, of course, bois 
de rose, petit grain, lemon grass, citronella, and copaiba. 


LARGE SHIPMENTS TO EUROPE 


The latest reports reveal that we have shipped over 
$225,000,000 worth of fats and oils to Europe. Approxi- 
mately $3,000,000 worth have gone abroad since Janu- 
ary 1 to Bizone Germany, Belgium, Luxembourg, and 
the Netherlands. The statement by the Department of 
Agriculture indicates that exports will run higher this 
year than they did in 1948. We have also sent to Europe, 
since the first of the year, via ECA, approximately 
$2,000,000 worth of alcohol. Half of this has gone to 
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England, and large volumes to Bizone Germany, the 
Netherlands, Ireland, and France. A recapitulation of 
shipments of all kinds made by ECA shows that the 
British isles through the middle of February have had 
goods and services totaling in value $1,200,000,000; 
France comes next with $1,000,000,000; Italy, third, with 
$600,000,000; French Zone of Germany, fourth with 
$400,000,000; Netherlands, fifth, with $350,000,000; and 
Austria, sixth, $230-000,000. 

It is interesting to learn from Government officials 
who have recently returned from Europe that Italy 1s 
generally considered the most prosperous and contented 
area in Europe. The report is that no change has yet 
occurred in the ownership of the great fortunes in that 
country. The wealthy families still hold their lands, and 
the productive facilities upon which their fortunes are 
built. At the same time it is reported that the people are 
busy and apparently happy in their activities, that prices 
are more than reasonable within the country, and that 
supplies are usually abundant. The same travelers report 
that similar conditions exist in Belgium, Luxembourg, 
and are in sight in the Netherlands. France apparently, 
according to these observers, is still struggling with its 
political problems, which interfere with its economic as 
well as social rehabilitation. These Government ob- 
servers say that there are a number of French perfume 
and cosmetic producers who are anxiously seeking an 
outlet for their wares in this country. 


LABOR UNIONS BECOME BIGGER 


The report has this striking paragraph: “Labor 
unions, which have become big business during the past 
15 years, are becoming bigger. More than half a million 
members have been added since the Taft-Hartley Act 
became Law. Total union membership has now reached 
16,500,000. Total income of combined union organiza- 
tions has reached the tremendous total of more than 
$500,000,000 a year. The total assets of all unions, local, 
national, and international, may total more than $1,000,- 
000,000 when welfare and insurance funds are included.” 
And yet this represents only about one-quarter of the 
labor force of the country. These facts give sharp point 
to these details about the changes to be affected in the 
Taft-Hartley Act, if Congress does what the President 
demands. He wants, as reflected in the bill introduced 
by Senator Thomas of Utah, known as S. 249, that these 
provisions of the present law shall be abolished. 

All regulations of the union shop; requirement that 
union officials must sign non-Communist affidavits; all 
restrictions on union welfare ‘and retirement funds; all 
limitations on union political activities; provision re- 
lieving employers of a duty to bargain with foremen; 
ban on strikes by Government workers; ban on mass 
picketing; requirement that unions must bargain with 
an employer, although an employer must still bargain 
with a union; ban on union featherbedding; ban on ex- 
cessive union initiation fees; freedom of speech for em- 
ployers to oppose unions; rights of employers or others 
to sue unions; elections to de-certify unions; require- 
ment that unions must register financial reports and 
their constitutions with the Secretary of Labor; the new 
bill would abolish all the 5,000 unfair labor cases pend- 
ing before NLRB except where the new Act would ap- 
ply; abolishes the President’s power to get injunctions 
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against strikes which imperil the national welfare; per- 
mits the use of injunctions against “unjustifiable” sec- 
ondary boycotts, jurisdictional strikes, and strikes to 
compel an employer to bargain with one union when he 
is obliged by law to bargain with another. The bill goes 
further than the old Wagner Act in authorising the 
closed shop. It states no State law shall preclude an em- 
ployer in commerce, or whose activities affect commerce, 
from making a closed shop agreement. Incidentally, 
there is small doubt that the wage-hour law, raising the 
minimum from 40 cents to 75 cents an hour, will be 
enacted. 

The Federal Trade Commission recently announced 
rules for establishing quantity ceilings to prevent quan- 
tity discounts which are discriminatory or promote 
monopoly. When the limits are established by the Com- 
mission nothing on the Robinson-Patman Act shall be 
construed to permit differentials based on quantities 
greater than those fixed by the Commission. In each 
case, an investigation will be made, terminating with a 
public hearing at which the views, arguments, and sub- 
stitute or alternate proposals may be filed. Finally the 
Commission will promulgate a quantity-limit rule. The 
rule will fix and establish maximum quantities of the 
particular commodity or class of commodities beyond 
which differentials may thereafter not be granted. The 
new rule obviously has an application to your industry. 

The arming of our “allies’” in Europe and Asia is to 
cost not less than $5,000,000,000, possibly doubly as 
much. The spending is to begin after July 1. The ECA 
will receive another $6,000:000,000 to spend for goods 
to be sent to Europe. The national defense program will 
require at the very least $20,000,000,000. This grand 
total of $31,000,000,000—and more—is to made available 
after July 1. The effect upon our domestic economy is 
expected to be felt with a rush early in Fall. For this 
reason Washington is not terribly excited about the sag 
in the national economy. It expects the new shot in the 
arm will carry along the prosperity until 1952. 


TAX REPEAL OUTLOOK 


It is expected in the not remote future essential oils 
may be removed from the present export controls list 
and placed on what is known as the general list. This 
will enable those who sell the commodities to ship sizable 
volumes abroad without an export license for specific 
quantities. There also appears to be some prospect that 
some excises on cosmetics may be eliminated in the tax 
bill that will eventually appear in Congress. It is doubt- 
ful whether the excise taxes will be taken off perfumes, 
and similar products; but there is a very real chance 
that such wares as baby powders, baby oils, and things 
in a similar category may be liberated from the 20 per 
cent “luxury” tax which apparently gives much offense 
among consumers. 

The final report of the Senate Small Business Commit 
tee revealed the interesting fact that an investigation of 
the soft-drink business brought out over 2,000 communi- 
cations from bottlers who sought an inquiry by Govern- 
ment to find out what is wrong with the industry. The 
report states: “Even a cursory examination of the com- 
munications indicates that a billion dollar industry, 
composed of 6,000 smaller units, is seriously ill.” This is 
an industry which rests largely upon flavors. 
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ints for Improving Production 


The man who knows exactly what should be done . . 
of vibrating machinery 


turing plant, the laboratory and the shipping department . 


A I group meetings, at directors’ 
meetings and elsewhere in busi- 
ness one frequently encounters an 
individual who is able to tell exactly 
what should be done. After deliver 
ing his dictum, he beams with an air 
of smug self-satisfaction, as though 
he had finally settled the whole mat- 
ter. Such men, and there are many, 
overlook one important fact: For 
every ten men who can say what 
should be done there is on an aver- 
age just about one with the seasoned 
experience, the requisite skill in 
handling men and the practical 
ability to do it. 


Vibrating Machinery 


Vibrating machinery may be the 
source of trouble in the plant. The 
most serious would be broken pipe 
and other connections due to the vi- 
brations. The vibration in such 
cases is sufficient to cause crystalliza- 
tion in the metal and as a result 
early fracture occurs at the point of 
connection. Breakages such as this 
usually occur in connections that 
are made too high. The solution 
that has been found best is to bring 
the pipe or part to be connected 
down to a position near the founda 
tion and make the connection there. 
The reason for this is that the am- 
plitude of vibration is always least 
at the foundation and greatest in 
the parts of the machine that are 
farthest from the foundation just as 
in a tuning fork. The logical place 
for connecting pipes, ducts etc. is 
therefore as near the point of least 
vibration—the foundation—as prac 
tical. This applies also to flexible 
types of connections made especially 
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to resist vibration whether metal o1 
non-metal, because they too have 
their bending limitations. 


Dustless Packing 
S 


Waste paper, newspapers etc. may 
be converted into unrecognizable 
shreds usable as packing material 
for breakable or perishable goods 
during shipment, by means of the 
new table model shredder offered by 
Shredmaster Corp. The shreds of 
paper that result are said to be uni- 
form in width and dustless. Accord- 
ing to the makers the machine is 
noiseless, has complete safety de- 
vices and requires no skill to oper- 
ate. It has a 14 inch throat and a 
one hp reversing motor which may 





Table Model Paper Shredder 


be plugged into any lighting circuit. 
Ihe paper is shredded lengthwise 
with the feed into 4, inch widths 
and any desired multiples at capac- 
ities up to 600 pounds per hour. 
The hardened knives under average 
conditions need to be resharpened 
only about once in every four years. 
Almost any kind of paper and a 
variety of non-paper materials in- 
cluding foil and cellophane may be 
used with the machine. Fancy pack- 


Vinimizing effects 


Vew and improved equipment for the manufac- 


. News notes. 


ings for cosmetics, soaps and Easter 
packages may be made in this way. 


Vacuum Water Stills 


For producing highest purity dis- 
tilled water by utilizing low pres- 
sure exhaust steam as the heating 
medium, the new Stokes Multiple 
Effect Vacuum Water Still is an- 
nounced by the F. J. Stokes Ma 
chine Co. Models range in capacity 
from 150 to 1000 gallons per hour 
and are available in single, double 
or triple effect models. They are 
furnished complete with fully auto- 
matic controls to maintain a con- 
stant level in the distilled water 
storage tank. 


Laboratory Shakers 

The line of Eberbach labora- 
tory shakers offered by the Burrell 
Technical Supply Co. makes it easy 
to select the exact equipment to 
handle selected containers at the 
particular rate of agitation re- 
quired. Three carrier styles are 
available, and four speeds are avail- 
able in the power units for any of 
the carriers. 


More Stable Plastic Items 


More stable and permanent plas- 
tic items which are subjected to hot 
and then cold temperatures is as- 
sured according to the Monsanto 
Chemical Co. by the development of 
a simple tempering and annealing 
method. The presence of strains in 
molded polystyrene items where 
shapes are critical is occasionally 
caused by injection molding. These 
strains may cause cracks and frac- 
tures when the plastic is subjected 
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to hot and then cold temperatures 
as the plastic does not rapidly trans- 
mit heat. The new method it is said 
enables molders to offer plastic 
items that can withstand numerous 
alternate changes from hot to cold. 


Parcel Post Scale for 1949 Rates 

With the advance in rates for par- 
cel post and the beginning of an air- 
mail parcel post this year the Indus- 
trial Division of Detecto Scales, Inc. 
has made available a parcel post 
scale with both the surface and air 
postal rates for 1949 to enable the 
user to figure rates accurately. Fo 
concerns which already have De- 
tecto scales in their mailing rooms a 
new drum with both new rates ts 
available for immediate installa- 
tion. Surface rates are lithographed 
on the drum in black and air rates 
in red for easy reading. A compara- 
tive chart with the 1949 rates along- 
side the 1948 rates which can be 
placed in the mailroom as an aid to 
estimating postage quickly will be 
sent free of charge by the company. 
This chart may be used with any 
make of parcel post scale. 


Fat Extractor 

New equipment for making fat 
determinations that puts this ardu- 
ous process on something like a pro- 
duction basis is announced by the 
Macalaster Bicknell Co. of Connec- 
ticult Inc. It was developed by Law- 
rence Nolan resident technician at 
the Connecticut Agricultural Ex- 
periment Station in cooperation 
with Dr. H. B. Vickery of the sta- 
tion’s bio-chemical laboratory. ‘The 
new equipment is regarded as a long 
stride ahead of anything so far de- 
vised for fat determination. The 
new multiple extractor makes 18 to 
54 fat determinations at a time; so 
compared with one at a time ex- 
tractors, the Nolan, operated in 
multiple, eliminates tedious hours. 
It is reported that the Nolan prin 
ciple has been tested in long con 
tinued practice and functions pet 
fectly with ether, alcohol, carbon 
tetra chloride or any fat solvent. 
Quantitive determinations with 
plant tissue feeds etc. may be made 
simultaneously. Bulk determina- 
tions may also be made. A pyrex jar 
is fitted with a block tin and stain- 
less steel condenser employing 
looped, tubular coils for cold water 
circulation. From this coil system 
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condensate drips uniformly through 
samples. Because samples are sus- 
pended in the hot solvent vapor 
rapid extraction results. The inner 
assembly for multiple determina- 
tions includes a pyrex tube on 
which hang from one to 18 special 
stainless steel adaptors. These hold 
pyrex extractors or paper extractor 
thimbles of standard design also up 
to 54 Gooch porcelain 15 ML cruci- 
bles. 


Hazard-free Trouble Lamps 


The Saf-T-Lite, a new portable 
safety transformer safeguards work- 
ers in damp surroundings from the 
possibility of fatal electric shock 
while working with the convention- 
al type of 110 volt extension trouble 
lamp according to the Etraco Manu- 
facturing Co. The necessity for the 
use by industrial workers of 110 volt 
extension trouble lamps in tanks, 
boilers etc. where there is contact 
of hands, feet and body with 
grounded surfaces results in con- 
stant exposure to conditions out of 
which serious electric shocks can 
come emphasizes the need, it is 
pointed out, of a safety device such 
as this. 


Stokes & Smith Co. Expanding 


On account of contemplated ad- 
ditions to its lines of machinery 
and to broaden its sales fields the 
Stokes & Smith Co. Div. of the Food 
Machinery & Chemical Corp. an- 
nounces that Carl E. Schaeffer has 
been appointed general sales man- 
ager and will have charge of pack- 
ing and paper box machinery. G. F. 
Twist, formerly manager of Food 
Machinery & Chemical Corp.'s 
plant in New Haven, Conn., has 
been appointed division manager at 
Philadelphia. On the Pacific coast 
Stokes & Smith paper box and pack- 
aging machinery will be handled by 
the Anderson-Barndrover Div. in 
San Jose, Calif. 


New Model Floor Machine 

Users of rotary electric scrubbing 
machines will be interested in a fifth 
model, V-A, offered by the Hild 
Floor Machine Co. Available with 
or without a solution storage tank 
mounted on the handle the new 
model may be used for floor mainte- 
nance work and also for shampoo- 
ing rugs and carpets. With a series 











of easily interchangeable attach- 
ments, it is pointed out, this ma- 
chine will scrub, wax, polish, buff, 
sand, grind or steel-wool floors of 
all kinds. It is equipped with a mo- 
tor of the capacitor-start type. 
There are no brushes to wear out. 
The transfer gear system is said to 
reduce individual tooth stress, vi- 
bration, gear noise and power loss. 


Health Problems in Industry 


The health of the worker and its 
direct application to the economy of 
business management is stressed in 
a 24-page booklet issued by the In- 
stitute of Industrial Medicine of the 
New York  University—Bellevue 
Medical Center, 141 Broadway, New 
York 6, N.Y. Copies will be sent 
on request. 


New Stainless Steel Pail 


A new stainless steel pail, and a 
pot, are announced by the Stainless 
Steel Container Co. The pail, and 
pot, are war surplus 18 gauge, solid 
+18-8-304 stainless steel: inside, 
polished; outside, Electro-Glo fin- 
ished; 10 inches high and 12 inches 
in diameter. Each is seamless, drawn 
from a single piece with an inverted 
radius bottom. The capacity is over 


Stainless Steel Pot 





16 quarts. The shipping weight is 
10 pounds. The price is moderate. 


LO 





Seamless Steel Pail 


March, 1949 237 








in each of these great centers of the Soap, Perfumery and Cosmetics industries there 
is a Chiris company, with a complete production and distribution service. These com- 
panies pool all the experience and technical resources which nearly 
in the World’s Essential Oil and 


available to the House of CHIRIS. 


200 years of outstanding leadership 


Aromatic industries have made 





ANTOINE CHIRIS Co., Inc. 


119 WEST 57th STREET, NEW YORK 19, N. Y. 


ESTABLISSEMENTS ANTOINE CHIRIS Pa biel aes ibe ee 
GRASSE- PARIS LONDON 








238 March, 1949 The American Perfumer 


EE Sa LE me | Nec 


EE or 


NEW PRODUCTS AND PROCESSES 


Dye Concentrate 


A dye concentrate, Nigrosine 
Black, has been developed by Mon- 
santo Chemical Co., to color Com- 
pound 1080, non-specific rodenti- 
cide. Its purpose is as a precaution 
in the use of this poisonous chemi- 
cal. 


Glyceryl Mono-Oleates 


Glyceryl mono-oleates are now 
being produced by a new process 
which makes possible the produc- 
tion of a lighter colored and more 
highly surface-active material. Two 
grades are now being manufactured 
by Glyco Products Co. Both are edi- 
ble and light yellow liquids. One 
grade is water dispersible and solu- 
ble in alcohols and oils, and is an oil- 
in-water emulsifier. The other grade 
is insoluble in water and soluble in 
alcohols and oils. 


Synthetic Detergent 


Sulframin E. Liquid, manufac- 
tured by Ultra Chemical Works, 
Inc., is a modified Alkly arly liquid. 
It is said to have exceptional hard- 
water and lime-water stability as 
well as excellent foaming, wetting 
and detergent qualities. Prepared as 
a clear amber-colored liquid, it is 
available in drums, tankwagons and 
tank cars. 


Mailings Simplified 


A low-cost addresser has been in- 
troduced by G. G. Sampson Associ- 
ates. The addresser is stated to re- 
quire no stencil or plate for each 
address, but uses a master tape and 
a colorless fluid, printing from car- 
bon impressions typed on a long 
paper strip. The tape assertedly will 
print each address at least 100 times. 


Foam Maker 


The Foamer Manufacturing Co. 
has introduced a plastic and steel 
stopper to be screwed into any 
standard bottle which has _previ- 
ously been filled with synthetic de- 
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tergent and water. In action, a metal 
plunger forces a metered amount of 
the solution through a fine wire 





Foam Maker 


mesh, thereby producing a very dry 
foam. The latter may be used in any 
of the cleaning operations usually 
performed with a_ detergent-im- 
pregnated sponge. 


Foam Inhibitor 


A new product has been devel- 
oped for suppressing the formation 
of foam in aqueous systems, accord- 
ing to a patent published recently, 
according to U.S.J. Chemical News. 
The foam inhibiting composition is 
reported to contain do-tertiary- 
amylphenoxyethanol, 2 methyl-2,4- 
pentanediol, and sodium petroleum 
sulfonate. 


Acetylenic Alcohol 

The Farchan Research Labora- 
tories, Cleveland, Ohio, has an- 
nounced the first semi-commercial 
production of an acetylenic alcohol, 
3-butyn-l-ol (beta ethynyl ethanol). 
This compound, containing both an 
acetylenic structure and an alcohol 
group, is of interest to the aromatics 
industry and is a potentially valua- 
ble intermediate for the preparation 
of essential oils. The esters of this 
compound should prove of equal 
importance. The product is a color- 
less liquid, soluble in water and 
most organic solvents. Additional 


information can be obtained by 
writing for Data Sheet B-1. 


New Catalogs 


The Emulson Corp. has released 
technical Bulletins 22 and 23 de- 
scribing two emulsifiers for insecti- 
cides, herbicides, and other agents 
dissolved in aromatic and chlorin- 
ated hydrocarbons to be emulsified 
in water. These products, Emcol H- 
30 and Emcol H-47, have been in 
wide use for a number of years and 
this new literature, which is avail- 
able upon request, serves to bring 
useful data and other information 
up to date. 


M. Michel and Co., has issued 
The Cachalot Guide to Fatty Alco- 
hols. This booklet condenses data 
on cetyl, oleyl and stearyl alcohols 
into a file-size form. Properties, uses 
and analysis data are shown. Copies 
may be obtained upon request. 


Ungerer and Co., New York, 
N.Y., has issued a price list and cata- 
log of its products. A copy may be 
had without obligation. Ungerer 
and Co. has a manufacturing plant 
at Totowa, N.J., and branch offices 
in Boston, Chicago, Philadelphia, 
St. Louis, Los Angeles and Ashe- 
ville, N.C. 


Foster D. Snell, Inc., New York, 
N.Y., has announced a new publica- 
tion, “Surface Activity and Deter- 
gency,” available upon request. 
This booklet covers new services of- 
fered due to recent developments in 
the field of surface chemistry. 


Non-ionic surface active agents in 
general and glyco and _ polyglyco 
esters of fatty acids are described in 
a reprint issued by Glyco Products 
Co., Inc. These products are inter- 
esting emulsifing, dispersing, stabal- 
izing and prasticizing agents. 
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Matchabelli-Seaforth 
Streamline Sales Efforts 


At the semi-annual sales meeting 
of Prince Matchabelli and Seaforth, 
held under the direction of H. Rob- 
ert Marschalk, president of Sea- 
forth, and Paul W. Pearson, vice- 
president of Prince Matchabelli, a 
plan was developed for the combin- 
ing of sales forces of the two organi- 
zations. Territories were re- aligned 
in accordance with the new plan. 

In addition to this sales effort, a 
group of specialists, consisting of 
Phyllis Crane, Vladislaus Gretchina, 
Beatrice Amos Graves, and Cath- 
arine Lively will continue to repre- 
sent Prince Matchabelli in the 
Metropolitan areas of the East, Mid- 
west, South, and West, respectively. 

Hugh D. McKay, Chairman ol 
the Board of both companies, key- 
noted the meeting with: “The com- 
bining of the sales forces of the two 
companies will, I believe, result in 
more effective coverage of the mar- 
ket for both companies inasmuch as 
it will result in more frequent visits 
to the stores by one man who will 
cover less territory. It represents no 
change in either company’s method 
of distribution. The sales policy| of 
each company remains the same.” 


New England Collapsible Tube 
Becomes Sheffield Tube Corp. 


‘The company formerly known as 
the New England Coll ipsible ‘Tube 
Co., will henceforth be known as 
The Shefhield Tube Corp. 

The change in name reflects the 
expanding activities in) company 
operations in the West and Middle 
West. Since its operations have been 
world-wide for many years, it was 
felt by company officials it was time 
to drop the old name with its geo- 
graphical connotations. The new 
name, Sheffield Tube Corp., has the 
advantage of simplicity. Further- 
more, it furnishes a logical tie-in 
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with the company’s tubes, which 
have long been known as Sheffield 
Process ‘Tubes, and which were first 
developed by the Sheffield family in 
conjunction with the introduction 
of toothpaste in tubes to the U.S. 
consumer in 1892. 

T. C. Shefheld, advertising man- 
ager and head of the West Coast of- 
fice in Los Angeles, emphasizes that 
the name change is a matter of apt- 
ness and convenience only. Com- 
pany policies are in no way affected; 
and the same personnel as in the 
past will extend service to the com- 
pany’s clients, he states. 

The Sheffield Tube Corporation’s 
factory and home office are in New 
London, Conn., under management 
of L. T. Shefheld, president; the 
New York sales office and export 
division are headed by Vice-presi- 
dent W. K. Sheffield; and the Chi- 
cago sales office is managed by 


Charles E. Arch. 


Emulson Appoints 
Pesticide Advisory Service 


The Emulson Corp., Chicago, III., 
has announced the appointment of 
Pesticide Advisory Service, 37 Wall 
St., New York, N.Y., as its technical 
sales representative in the agricul- 
tural, sanitation and_— industrial 
chemical manufacturing industries 
in New York and Upper New 


Jersey. 


Over 2000 Hear Eberstadt 
at DCAT Annual Banquet 


Over 2000 members of the Drug, 
Chemical and Allied Trades Section 
of the New York Board of Trade 
who attended the 23rd annual ban- 
quet of the section in the Waldorf 
Astoria, New York, N.Y., March 10 
listened to a well considered talk on 
our national security policies and 
organization by Chairman Ferdi- 


nand Eberstadt of the Committtee 
on the National Security Organi- 





zation of the Hoover Commission. 
The big banquet as usual was skill- 
fully managed. 


Second Hearings on 
Cosmetic Rules 


The Federal Trade Commission 
has scheduled a second hearing on 
the proposed cosmetic rules to be 
held March 24, in Washington, D.C. 
Members have until that date to 
submit their views by letter, brief, 
etc., to be considered by the F.T.C. 


NAIDM Mid-Year 


Meeting in June 


The National Association of In- 
secticide and Disinfectant Manufac- 
turers, Inc., is to hold its mid-year 
meeting at the Hotel Drake, Chi- 
cago, Ill., June 13-14. 


TGA Convention 
Committee Meeting 


The Convention Committee of 
the Toilet Goods Association held 
a meeting February 16, under the 
chairmanship of Carl Voss. Mem- 
bers of the committee are: A. R. 
Ludlow, Jr., Paul E. Forsman, P. E. 
Haebler, M. Lemmermeyer, Edward 
R. Russell, Lamson Scovill, }. W. 
Thayer, K. W. Tracey and Walter 
Nuckols. A smooth-running system 
was outlined for the Convention, 
which is to be held May 17-19, at the 
Waldorf-Astoria Hotel, New York, 
N.Y. 


Fielding Joins Fritzsche 
Perfume Division 


Fred W. Fielding has joined the 
fine and technical perfumes division 
of Fritzsche Brothers, Inc., New 
York, N.Y. Mr. Fielding has been 
closely affiliated with the perfume, 
cosmetic and aromatic chemical in- 
dustries for the past twenty years. 
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TADACAOM Sets 
Golf Dates 


rhe Allied Drug and Cosmetic 
Association of Michigan has an- 
nounced that golf meetings will be 
held at the Birmingham Country 
Club on the following dates: May 
24, June 28, July 26, August 23 and 


September 27. 


de Heriot Under 
New Management 


Paul R. Meincke and his associ- 
ates have obtained control of de 
Heriot, Inc., Hollywood, Calif. It is 
announced that sales of de Heriot 
products will be strictly confined to 
selected prestige accounts through- 
out the country. 


Insta-Curl Maker Files 
Million Dollar Damage Suit 


Beauty Factors, Inc., Beverly 
Hills, Calif., manufacturer of Insta 
Curl, has filed suit for one million 
dollars in the Los Angeles Superiot 
Court charging unfair competition 
against Frances. Larson and Louis 
McMahon, described as a copartner- 
ship operating under the names of 
Tintz Co. and Minit Curl, Chicago. 
Beauty Factors field a similar suit 
against the Howe Lewis Co., of Los 


The Felton Chemical Co., Brooklyn, N.Y 


25 


(Angeles to restrain the defendants 
from imitating the packaging, mar- 
keting and advertising of Insta Curl 
claimed to be the first hair curling 
preparation of its kind to be put on 
the market. 


W. A. Poucher Visiting Yardley 
& Co. in the U.S. 


William A. Poucher, Ph.C., of 
London, England, who is well 
known as the author of the three 
volume set of books “Perfumes, Cos- 
metics and Soaps” as well as numer- 
ous articles in scientific journals on 
related subjects, is visiting Yardley 
& Co., New York, the American 
company of the concern with which 
he has been identified for many 
years as chief chemist. 


Countess Bosurgi Ends 
U.S. Visit 


Countess Adriana Caneva_ Bo- 
surgi and her two sons, Dr. Leo 
Bosurgi and Dr. Elilio Bosurgi, 
owners of Sandersons & Sons, Mes- 
sina, Sicily, producers of Italian 
citrus oils, have just left this coun- 
try after an extended stay in New 
York. Through the facilities of 
Dodge & Olcott, Inc., New York, 
N.Y., sole agents of Sandersons in 
the United States, the Bosurgi’s 


brought first hand market informa- 
tion to the trade. As a result of the 
Marshall Plan, the Bosurgi’s have 
made arrangements for Sandersons 
& Sons to receive new equipment 
which will increase its production 
of citrus oils in Italy and Sicily. The 
Bosurgi’s are flying to South Amer- 
ica before returning to Sicily. 


de Laire Foresees 
Profitable Year 

Francois de Laire, director gen- 
eral of the Fabriques de Laire of 
Paris, manufacturers of perfume 
specialities and aromatic chemicals, 
has returned to France by air after 
a three-week stay in New York with 
Dodge & Olcott, Inc., New York, 
N.Y., sole agents for the Fabriques 
de Laire in the United States and 
Canada. Mr. de Laire discussed the 
market situation with most of the 
leading cosmetic manufacturers in 
New York. Mr. de Laire left New 
York with the impression that 1949 
would be a profitable year for the 
cosmetic industry. 


D & O Appoints 
Kenneth Hartley 

Dodge & Olcott, Inc., New York, 
N.Y., has announced the appoint- 


ment of Kenneth Hartley to its sales 
staff in Chicago. 





, recently played host to approximately 200 people at a dinner dance held at the Hotel Bossert to 


celebrate the company’s 25th Anniversary. Brief addresses were made by Dr. Joseph Felton, president, Louis Gampert, vice-president, and 


Sophie Felton, secretary and treasure 


1t the same time, suitable awards were made to the employees who had been with the firm longest. 


In addition to the main plant in Brooklyn, Felton Chemical recently constructed a manufacturing plant in Los ingeles, and has enlarged 


manufacturing facilities in Montreal. Sales branches are maintained in principal cities and many foreign countries 
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Odor Perception Likened to 


Emulsion Basis of All Life 


‘The power to appreciate odor de- 
pends upon emulsion making or 
emulsion breaking according to a 
speaker before ‘The American So- 
ciety of Perfumers, Inc., at its regu- 
lar monthly dinner-meeting held at 
the Advertising Club, New York, 
N.Y., February 16. Emulsion mak- 
ing was defined as the preparation 
of a uniform mixture of otherwise 
immiscible substances. Dr. Herman 
Goodman, dermatologist and cos- 
metic physician told the members of 
the Society it was necessary to predi- 
cate the existence of particles—the 
odorous particle —_ principle—al- 
though it was ancient and barely 
the truth. He quoted the experi- 
ment of Robert Boyle of measuring 
an odorous mass of musk before and 
after it had perfumed the atmos- 
phere and no change in weight on 
the finest balance was noted. The 
odorous substance must be volatile 
at the environmental temperature 
to enable its molecules to reach the 
nasal section devoted to odor appre- 
tion. 

His next “guess” he said was for 
an emulsion to be formed of the odo1 
particles with the lipoid or fat like 
covering of the free nerve ending 
cilia or hairs. The delay in apprecia- 
tion of some odors compared to 
others depended upon the ease of 
this emulsion making. When a per- 
son has a cold and running nose, the 
excess of water prevents the emul- 
sion from forming and odor is not 
appreciated. Contrary, if the mu- 
cous membrane of the nose is 
thinned or absent as in certain dis- 
eases, atrophic rhinitis, for example, 
odor is not appreciated at all. 

The third “guess” was the exist- 
ence of electro 
magnetic vibrations. Old fashioned 
ideas were that the vibrations 
started at the odorous material but 
the latest variation of this theory 
holds the vibrations begin within 
the nose. 


some variant of 


The fourth “guess” combines sev- 
eral of the others. The particles are 
important. The vibrations are im- 
portant. Only with this fourth, and 
as with the emulsion theory, origi- 
nal thought on the subject, the lin- 
ing of the odor-perception inch 
square area within the nose sets up 
radiation across the space in the 
tent high within the nose. The par- 
ticles interfere with the stream of 
vibrations. The sending apparatus 
is influenced by the fluid on its sur- 
face hence the emulsion character- 
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istics of the lipoid covering exercises 
a monitor or control service. 

One thing about odor and odor 
perception escapes all explanation 
by any theory. How does the person 
appreciating the odor know it is not 
within his nose but traces the odor 
around corners, up flights of stairs, 
into sealed or nearly air sealed pack- 
ages, etc., etc. 


HISTORICAL BACKGROUND 


Dr. Goodman presented his audi- 
ence with many of the historical 
backgrounds of odor in industry, 
civilization, exploration and just 
plain ornamentation. As a skin spe- 
cialist, he explained how the same 
odor gave entirely different impres- 
sions when utilized by different per- 
sons. Scent from the same bottle of- 
fers entirely opposite odor memo- 
ries from the application to the body 
or intimate clothing of many per- 
sons. Also the same odor affects dif- 
ferent people variously at one time; 
or differently at periods separated 
by hours or weeks. A perfume en- 
joyed on another person does not 
appeal when worn by oneself. It is 
the composition of the odor plus the 
odor characteristics of the body, 
either unclothed as when the per- 
fume is applied directly to the skin 
or from the clothing and the odors 
adherent to it from the environ- 
ment when sprayed on apparel 
worn close to the skin. 

‘Taste and odor are closely linked 
and nearly all flavor is actually odor 
perception. Food doesn’t taste prop- 
erly when one has a cold. The nose 
doesn't help appreciate the cooking. 

Dr. Goodman traced the history 
of modern perfume from the an- 
cients, limited to natural products, 
oils and fixatives through the first 
artificial odor discovered by the 
English boy chemist, Perkin. He 
named the mauve decade, the years 
from 1850 to 1860, because that was 
the period during which young Per- 
kin discovered the first of the artifi- 
cial dyes—mauve—from the tar bar- 
rel. Since Perkin, many things have 
come from the tar barrel—some 
good and life saving—some bad and 
life taking. 


BASIS OF LIFE 


Goodman regards all living mat- 
ter as emulsions. He considers the 
uniform mixture of otherwise im- 
miscible substances the very basis of 
life and living. The modes of mak- 
ing emulsions include physical agi- 
tation, physical addition, chemical 
addition including saponification 
and physio-chemical or colloid emul- 
sion makers. These substances are 
themselves emulsion breakers. The 


possibility of apprec iation of odor is 
a requirement for animal rather 
than vegetable life. When the ani- 
mal acquired locomotion, when he 
moved from place to place, he 
needed his nose to warn him of dan- 
ger and dangerous places and 
things. With civilization, sight be- 
came more important than odor. 
Hence, human beings belong to an 
odor appreciation class of low order 
compared to the dog. The dog lives 
by odor. Incidentally, the black pig- 
ment of prize dogs comes from the 
need of this pigment. The more pig- 
mented the odor area, the more 
keen the appreciation of odor. 

The pigment may be linked to 
birthmarks otherwise not explained 
and in some manner may be a clue 
to certain pigmented cancer-like 
growths of the skin. 

Dr. Goodman is Associate Clini- 
cal Professor of Dermatology at 
New York University Medical Col- 
lege; the author of many books on 
the care of the skin in health and 
texts for professional workers in 
skin diseases and cosmetics. 


Flavoring Extract Makers to 
Meet in Chicago May 15-18 

Plans for the 40th annual meet- 
ing of the Flavoring Extract Manu- 
facturers Association in Chicago, 
May 15, 16, 17 and 18 are well un- 
der way according to Dr. Clarke E. 
Davis, convention manager. The 
meeting will be held at the Hotel 
Drake and members are urged to 
make their reservations directly 
with the hotel at the earliest mo- 
ment. 


Jere Henshaw to Head United 
Elmo Ine. Organization 

Jere Henshaw has been called 
from retirement to become presi- 
dent of Elmo Inc., Philadelphia, 
Pa., a company he had served with 
marked ability before his  retire- 
ment. Margaret Elmo is the new 
chairman of the board, and retains 
about a two-thirds interest in the 
company. Her sister Mary owns the 
other third. This reorganization 
ends a split in the concern in 1940 
when it was divided into Elmo 
Sales Corp., the latter acting as sell- 
ing agent for the former. The con- 
cern makes a medium priced line of 
cosmetics selling chiefly through 
drug and department stores and 
does a business of about five million 
dollars annually. With the conclu- 
sion of ten years of litigation be- 
tween the founding sisters, a com- 
plete repackaging of the line has 
been made. A Margaret Elmo foun- 
dation is planned to aid cosmetic 
salesgirls. 
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SMART DESIGNS ’ 
TO BUILD . SALES 


Shown here are five of the many attractive stock designs in crystal 
clear Maryland Glass. All are carried in stock in a complete range 


of sizes for immediate shipment—with caps furnished if desired. 


1S 3h 4, ome Cole R 7 Ve ee mE Malls la aol ae leet 
uct and the sizes in which it is packed, and we will submit appro- 
priate stock designs. Or, if you use bottles or jars in large quantities, 
let our design experts work with you to create a glass design for 


your exclusive use. Write today! 


MARYLAND GLASS CORPORATION 
PU tO) i elem ee 18) 


Chesapeake 
ON Te1| 





Morrish Technical Director 
for Firmenich 


Charles C. Bryan, resident part- 
ner of Firmenich & Co., New York, 
N.Y., has announced the appoint- 
ment of Edward P. Morrish as tech- 
nical director of the perfumery di- 
vision. During the war, Mr. Morrish 
was with the OPA as Chief of the 
Cosmetics Division. 


Edward P. Morrish 


Recently he has served as techni- 
cal director and perfumer with 
Jacqueline Cochran, Inc., and as a 
member of the Oil Chemists’ So- 
ciety. He formerly served as vice- 
chairman of the Scientific Advisory 
Committee of the Toilet Goods As- 
sociation. 


Burlinson Heads 
Polak & Schwarz (Canada) 


Polak & Schwarz recently an- 
anounced the establishment of Polak 
* Schwarz (Canada) Ltd., with 
ony Burlinson in charge. Before 
being appointed to his present po- 
sition. Mr. Burlinson was trans- 
ferred from the Enfield office to the 
main ofhces and manufacturing 
plant of the firm at Zaandam and 
Hilversum, Holland, and later 
spent some further time in England 
studying current market conditions 
in the British Empire. 


Fashion Group 


on Perfumes 


On February 17, 485 members 
and guests of the Fashion Group, 
Cosmetic Division, met for lunch- 
eon at the Biltmore Hotel, to hear a 
panel of magazine beauty editors 
discuss the perfume industry. H. 
Gregory Thomas,. president of 
Chanel, Inc.,.was interlocutor. The 
panel was made up of: Helen Van 
Slyke, presiding chairman, Mary 
Bailey, Dolly Reed, Dawn Crowell 
Norman, Kay Torrey, Hazel Cades, 
Ruth Boyle, Sara Lee, Evelyn Green 
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Haynes, Bernice Peck, Jean Camp- 
bell, Shirley Cook, Mildred Doughty, 
Dorry Ellis, with Helen Valentine, 
president of The Fashion Group, 
also present. 


Opening of Marketing 
Course Delayed 


Leaders in the drug and cosmetic 
fields have formed an advisory 
board to work with Seymour Jeffries 
orienting the new Intensive Busi- 
ness Training Program in Drugs 
and Cosmetics, offered by City Col- 
lege, New York, N.Y. 

Members of the board are: Dr. 
Curt P. Wimmer, Edgar S. Bellis, 
Dr. Hugo H. Schaefer, Max Rosen- 
burg, Morris Parker, Anthony Pala- 
dino, and Nicholas Gesoalde. 

In addition to the advisory board, 
outstanding executives have been 
secured as guest lecturers. They are: 
Charles T. Lipscomb, A. M. Behrnes, 
Mark Byron, Pierre Harang, A. L. 
van Ameringen, Clyde Eddy, Kay 
Brown, William Sawyer and Robert 
L. Steenrod. 

At the request of the participat- 
ing groups, the date of the opening 
of the new program has_ been 
changed from March | to April 5, 
so that they may cooperate in its 
launching to the fullest extent. 


Cochran Distributes Nina 
Ricci Line in U.S. 


Jacqueline Cochran, Inc., has as- 
sumed exclusive distribution of 
Nina Ricci Parfums in the United 
States. 

Jean Leguay, former general man- 
ager of Nina Ricci, will be associat- 
ed with Jacqueline Cochran in pro- 
moting and distributing the line in 
this country. An advertising and 
promotion program is in process of 
formulation. 

Miss Cochran will consult with 
Robert Ricci, president of the Nina 
Ricci couture and perfume house, 
during April in Paris. 


CCDA Holds 
Open Meeting 


The annual open meeting of the 
Commercial Chemical Development 
Association will be held March 16, 
at the Hotel Roosevelt, New York, 
N.Y. An interesting program has 
been arranged under the chairman- 
ship of Richard Kix Miller. 

Speakers will be: Henry Smyth, 
Jr., Dr. Louis Schwartz, Paul C. 
Aebersold, George King, Harlan F. 
Trumbull, Paul B. Slaughter, Jr., 
and Lauren B. Hitchcock. 


EOA Appoints 
George McGlynn 


George H. McGlynn has been ap- 
pointed secretary-treasurer of the 
Essential Oil Association of the 
United States of America. Mr. Mc- 
Glynn, who is treasurer of Magnus, 
Mabee & Reynard, Inc., New York, 
N.Y., has long been active in LOA 
affairs. In his new post, he succeeds 


George H. McGlynn 


another principal of MM&R, Rob- 
ert B. Magnus, a vice-president ol 
the firm, who held that office for the 
past ten years. 


Dr. Guenther Shows 
Film to CSOCC 

Dr. Ernest Guenther, vice-presi- 
dent of Fritzsche Brothers, Inc., 
New York, N.Y., presented the color 
film ‘““The Production of Essential 
Oils in the Western Hemisphere” 
before the March meeting of the 
Chicago Society of Cosmetic Chem- 
ists, held March 8, at the Electric 
Club. At the same time George 
Kolar reported on “What is New in 
Cosmetics.” 

Dr. Guenther is a leading author- 
ity on the subject of essential oils. 
His films have been widely ac- 
claimed. 

Dr. Louis Schwartz addressed the 
same group on “Cosmetic Derma- 
litis” at its February meeting. 


Phillips-Storfer 
Marriage 

Miss Maxine Georgette Phillips, 
daughter of Mrs. Hetty Phillips, 
New York, N.Y., and Frederic A. 
Phillips, New York, N.Y., was 
married February 23 to Herbert 
Furman Storfer, son of Mr. and Mrs. 
Benson Storfer. 

The young couple are now on a 
four-month trip in France where 
Mr. Storfer is studying the art of 
perfumery in the parent Corday 
house in Paris and Grasse. After 


their return, they will reside in New 
York City. 
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DREYER 


These exceptional violet odors — 
closely confined Dreyer aromatics 
for many years — are now being released 
to the trade for the first time! 
You will want to use Dreyer Viocyclenes 
with other perfume compositions to 
give an authentic topnote violet 
lift to your soaps, talcs, colognes 
or powders. Call the Dreyer 
Perfume Stylist today! 
WRITE FOR PRICES AND SAMPLES 
OR SEND FOR DREYER CATALOG “’B” 


PR. INC. 


117 WEST 19th STREET, NEW YORK 11, N. Y. 
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Depth... 
Timbre... 
Character... 


your 


compounds 
with 


VETIVERT ACETATE 


A vibrant note, pulsing with character and distinctiveness, 
for your most modern perfume compositions is 
now obtainable with even higher than 
pre-war quality at an 


especially attractive price. 








. 
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Weisman Finds Conditions 
Improved Abroad 


J. L. Weisman, director of sales of 
Felton Chemical Co., Brooklyn, 
N.Y., recently returned from a two 
month trip to Europe, where he 
visited suppliers in Southern France 
and Italy. He also surveyed the com- 
pany’s distributive channels in Swe 
den, Holland, Switzerland, France 
and Italy. 

Mr. Weisman said that conditions 
are improving rapidly on the Con- 
tinent and that they are considerably 
better than they were two years ago. 
He attributes this largely to Mar- 
shall Plan money. He states that 
morale is at its highest point since 
the termination of World War II. 


Western Packaging Exposition 
Planning Board Meets 


The Advisory Board for the West 
ern Packaging Exposition, to be held 
in the Civic Auditorium, San Fran 
cisco, Calif., August 9-12, met Feb- 
ruary 16 to lay the groundwork fon 
the Exposition. It is anticipated that 
approximately 125 major firms will 
exhibit. 

The Western Conference on 
Packaging Packing and Shipping, 


ceuticals. 


Here is complete information: 








which runs concurrently with the 
Exposition will begin August 9. 

Ihe 1948 Exposition, the first to 
be held in the Far West, attracted 
over 6,000 Western executives in- 
terested in packaging, packing and 
shipping equipment, materials and 
supplies. 


Myers Appointed Vice- 
President of S. B. Penick 


S. B. Penick & Co., New York, 
N.Y., has announced the appoint- 





Charles A. Myers 


ment of Charles A. Myers as vice- 
president, to act as managing direc- 


THE AMERCHOLS ARE NATURALLY piFFERENT! 


CHOLESTEROL IN ITS MOST ACTIVE AND EFFICIENT FORM 


These non-ionic, surface-active agents are NATURALLY good for the skin. Of biological origin, they repre- 
sent odorless, color-free forms of cholesterol and related rare sterols which we isolate from animal tissues. 
The Amerchols are efficient, highly active emulsifiers, penetrants and emollients for cosmetics and pharma- 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 





WRITE ON YOUR LETTERHEAD FOR OUR NEW TECHNICAL BOOKLET 


Contains technical data on the use of the Amerchols in o/w and w/o emulsions. 
Formulas for cold creams, vanishing creams, antiperspirants, shaving preparations, 
emollient creams, ointments, lotions, hair preparations, etc. 


OUR RESEARCH LABORATORIES ARE AVAILABLE TO YOU FOR ADVICE AND 
INFORMATION AT ALL TIMES. 





tor of its Essential Oils Division. Mr. 
Myers has spent his entire business 
career in the essential oils field. 

S. B. Penick & Co. for many years 
has engaged in the distillation, 
manufacture, and importation of 
various products in the essential oils 
field under the direction of Herman 
G. Weicker, who recently retired. 


Gum Association 
Meeting 


The Water-Soluble Gum Associa- 
tion of America, headed by Henry 
P. Price, Colony Import & Export 
Co., New York, N.Y., is holding its 
annual dinner March 15, at the 
Hotel Plaza. About 100 members 
and guests will attend, including 
many prominent import agents for 
foreign shippers. 


Roubechez 
Announcement 


Effective February 15, Roubechez 
Import Co. was absorbed by Roube- 
chez, Inc., a Delaware corporation. 

The company will be under the 
management of F. H. Sloan, presi- 
dent, H. B. Howard, vice-president, 
and A. F. Anderson, secretary-treas- 
urer, at 8 East 12 St., New York 3, 
N.Y. 















AMERICAN CHOLESTEROL PRODUCTS, INC. 


NEW JERSEY 


MILLTOWN 
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» * hacen of them all! 


This classic lilac is 










one of our most 


successful florals. 





Use in perfumes, 
colognes, and better 


class cosmetics. 








schimmel 
& co., inc. 

601 west 26 street 

new york 1, n. y. 
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Coutlee Opening 
Consulting Office 


Douglas Wakefield Coutlee, direc- 
tor of advertising of Merck & Co., 
Inc., Rahway, N.]., for the past 16 
years, has resigned that position to 
engage in specialized consultant 
work on advertising, editorial and 
public relations matters. He will 
continue to serve as editor of The 
Merck Report. 


McKesson & Robbins 


Reports on Profits 


Consolidated net profit of Mce- 
Kesson & Robbins, Inc., Bridgeport, 
Conn., for the first six months of the 
current fiscal year was $4,728,375 
after all charges, according to un- 
audited figures. This is the equiva- 
lent of $2.64 per common share. 


Hudnut Hair Line 
Introduced in England 


D. A. Walker, vice-president in 
charge of the Foreign Division, 
Richard Hudnut, New York, N.Y., 
has announced the introduction of 
the Richard Hudnut hair prepara- 
tions and home permanent wave in 
England. Markets in South Africa, 





New Zealand, Australia and Mexico 
have already been opened. 

The hair line will be introduced 
in London, and later will be dis- 
tributed throughout England. Jes- 
sica Canne, advertising manager, is 
now in London on the program. 


Adolf Schwarz 
Knighted 


Polak & Schwarz, Zaandam, Hol- 
land, celebrated its sixtieth jubilee 





{dolf Schwarz 


with an Anniversary Dinner at the 
Hotel Krasnz ipolsky recently. The 
celebration was attended by over 





1000 persons, practically all of them 
were employees of the firm, and 
their families. 

High point of the event was the 
arrival of thé notification from Her 
Majesty, Queen Juliana, that Adolf 
Schwarz, director of the organiza- 
tion, had been elevated to the rank 
of Knight in the Order of Oranje 
Nassau. This pleasant news came as 
a complete surprise to Mr. Schwarz 
and all present, since neither the 
company nor any of its members 
had ever been so highly honored 
since the founding of the firm. 

Polak & Schwarz, New York, par- 
ticipated by remote control in the 
celebration of this momentous oc- 
casion by sending flowers via inter- 
national cable, together with con- 
gratulations and good wishes of the 
executive staff and employees. 


Guerlain Appoints 
Miriam Gibson French 


Guerlain, Inc., has appointed 
Miriam Gibson French to handle a 
special three-months publicity cam- 
paign, according to an announce- 
ment made by Bernard d’Escayrac, 
president. At the present time, Mrs. 
French is also doing public relations 
for the Toilet Goods Association. 
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Use 


NORTHWESTERN) 
ETHYL BUTYRATE 


when this ester is called for in your formulae. 


For many years more than half of the Ethyl 


Butyrate sold in this country has been man- 


THE 


LARGEST MAKERS OF 


of our product. 


BUTYRIC 


ETHER 


ufactured by us — proof of the fine quaiity 


THE WORLD 


The NORTHWESTERN CHEMICAL CO. 


WAUWATOSA, WISCONSIN 


INCORPORATED 


1882 
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Selected Book List 














CONDENSED CHEMICAL DICTIONARY. Compiled and edited by the 
Editorial Staff of the Chemical Engineering Catalog, under the 
editorial direction of Francis M. Turner. Lists 18,000 chemicals 
and their synonyms, formulas, colors, properties, constants, spe- 
cific gravities, melting and boiling points, solubility in water, 
ether and other solvents, preparation and ingredients, with proc- 
ess—indispensable for all who have occasion to work with chemi- 
cal products or raw materials. 756 pp. $12.00 postpaid. 


EMULSION TECHNOLOGY, THEORETICAL AND APPLIED. A symposium 
on the theory of emulsion, explaining viscosity, surface film, sur- 
face tension, solid particles, adsorption, hydration, oriented ad- 
sorption, oriented wedge and electro-kinetic theories and their 
contribution to various phenomena of emulsification. Special 
features: Anion Active Agents, Cation Active Agents, Non-Ionic 
Agents, and Miscellaneous Emulsifiers. List includes trade 
names, chemical composition, emulsion type, references, manu- 
facturer, and recommended uses. Much data on methods of for- 
mation of practical emulsions. 360 pp. $6.50 postpaid. 


THE ESSENTIAL OILS. VOL. 1. By Ernest Guenther. Covers (1) The 
Origin and Development of the Essential Oil Industry; (2) The 
Chemistry and Function of Essential Oils in Plant Life; (3) The 
Products of Essential Oils: Methods of Distillation, Enfleurage, 
Maceration and Extraction with Volatile Solvents: (a) Distilla- 
tion of Essential Oils, (b) Natural Flower Oils, (c) Concen- 
trated, Terpenless and Sesquiterpenless Oils; (4) The Examina- 
tion and Analysis of Essential Oils, Synthetics and Isolates. In- 
dispensable for up-to-date information on the chemistry, produc- 
tion, and analysis of essential oils. 448 pp. $6.00 postpaid. 


THE LAW OF FOODS, DRUGS & COSMETICS. By Harry A. Toulmin, 
Jr. Working manual of Official Government Regulations, FDA 
Trade Correspondence Rulings, Official Forms and Charts. 
Thorough analysis of the decisions relating to: False and Mis- 
leading Advertising, Unfair Competition and Misbranding, In- 
formative Labeling. One large volume, 1460 pp. (Will be kept 
up-to-date with pocket supplements for modest additional 
charge). $17.50 postpaid. 


(NTRODUCTION TO EMULSIONS. By George M. Sutheim. Timely 
discussion of the principles, properties, methods of preparation 
and practical application of emulsions. Contains an extensive 
bibliography, and comprehensive list of emulsifying agents, the 
latter in table form, giving the trade names of emulsifying 
agents in current use, their chemical composition, the group to 
which they belong, the type of emulsion they help to produce, 
the pertinent bibliography and the manufacturer. 265 pp. $4.75 
postpaid. 


PERFUMES, COSMETICS and SOAPS. By William A. Poucher. 

VOL. I~DICTIONARY. Every substance used in the manufac- 
ture of perfumes and cosmetics fully described. Vol. I puts at 
your command wide new resources for developing new products, 
and for effecting economies and improvements by choosing 
the best of all available materials. 440 pp. $8.00 postpaid. 

VOL. II-PRODUCTION, MANUFACTURE AND APPLICA- 
TION OF PERFUMES OF ALL TYPES. New edition covers 
in full the methods of production of perfumes, their chemistry, 
odor analysis, selection for various purposes, and compounding 
from various materials. Complete monographs explain all the 
floral perfumes, giving the botanical varieties, the odor classifica- 
tion, the chemical composition, practical suggestions for com- 
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When ordering send check or money order to 


MOORE PUBLISHING CO., Book Dept. 
NE W 


pounding, and the best ingredients. Additional chapters give 
many new formulas for fancy perfumes and toilet waters. 426 
pp. $8.00 postpaid. 

VOL. III-TREATISE ON COSMETICS. The best of present- 
day cosmetics explaining in detail how to prepare them from 
commonly available materials by easily applied methods. Shows 
how to vary perfumes and colors to obtain any desired result; 
warns against specific causes of defective products. Each chapter 
covers the many varieties of a type of cosmetics, and is loaded 
with representative formulae. The most comprehensive book 
now available on cosmetics—indispensable to everyone in the 


field. 228 pp. $7.00 postpaid. 


MARKETING DRUGS & COSMETICS. By Louis Bader. How to best 
introduce new products, how to get the most from advertising, 
how to arrange displays that sell by themselves, and a hundred 
other means to profitable merchandising. Directions for packag- 
ing, explaining the importance of size, shape, style, color, design 
and materials. Information on government regulations, price leg- 
islation, use of research sources and methods of finance. Details 
of trade practices, merchandising policies, discounts, sales plans, 
securing dealer cooperation, and ways to increase turnover and 
profits in the retail store. $5.00 postpaid. 


MODERN COSMETICOLOGY. By Ralph G. Harry. Partial contents: 
Emulsions, Cleaning Creams, Milks and Lotions. Acid Creams, 
Face Packs and Masks, Mud Creams, Vanishing Creams, Powder 
Creams. Lubricating Creams. Astringents and Skin Tonics. Lip- 
stick. Make-up. Face Powders. Sunburn and Suntan Prepara- 
tions. Deodorants. Depilatories. Antitoxidants. Bath Preparations. 
Bath Oils and Emulsions. Foam Baths. Hand Creams and Lo- 
tions. Dental Preparations. Mouthwashes. Shaving Preparations. 
Hair Tonics and Lotions. Hair Creams and Fixatives. Permanent 
Waving Solutions. Hair Setting Lotions and Hair Lacquers. Hair 
Shampoos and Soapless Detergents. Manicure Preparations. Eye 
Lotions. Baby Preparations. Foot Preparations. Insect-Bite 
Preparations. Humectants. Acne Preparations. Coloring of Cos- 
metic and Toilet Preparations. 514 pp., illustrated. $12.00 post- 
paid. 


MODERN COSMETICS. By E. G. Thomssen. Contents: Cosmetic 
Classification, Face Powder, Creams, Lotions, Deodorants, Bath 
Preparations, Make-up Preparations, Rouges, Eye Preparations, 
Lipsticks, Suntan Preparations, Hair Preparations, Hair Waving 
Preparations, Shaving Media, Dentifrices, Miscellaneous Cos- 
metics, Perfumes, Machinery and Equipment for Cosmetics, 
Packaging Equipment Layout, Layout of Cosmetic Factory. 644 
pp. $8.00 postpaid. 


NATURAL PERFUME MATERIALS. By Y. R. Naves and G. Mazuyer. 
Describes the raw materials used in the extraction, choice, puri- 
fication and recovery of volatile solvents; the preparation of 
tinctures and infusions; the treatment of concretes; resins and 
balsams; the extraction of the aromas of fruits and distilled 
flower waters; the manufacture of pomade and perfumed oils by 
the use of vegetable and animal fats and mineral oils, properly 
chosen and prepared; the processes of digestion and enfleurage 
on solid and liquid absorbents; and the extraction of decolorized 
absolutes and pomades from the diffused products. Contains 
much information on the chemical composition and analytical 
examination of extraction products; and descriptions of plant and 
raw materials that are subjected to extraction. 355 pp., illus- 
trated. $6.75 postpaid. 
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Arthur D. Little 
Adds to Board 


Professor ‘Thomas K. Sherwood 
and Dr. Bruce S. Old have been 
added to the Board of Directors of 
Arthur D. Little, Inc., Cambridge, 
Mass. At the same time, R. C. Grifhin 
retired as a director. 


Glyco Moves 
Brooklyn Plant 


Glyco Products, Inc., has moved 
its Brooklyn manufacturing and re- 
search facilities to its main plant in 
Natrium, W.Va. 


U. of Toronto 
Studies Tooth Decay 


The prevention of tooth decay is 
being made the subject of a compre- 
hensive study by the faculty of den- 
tistry, University of Toronto, with 
funds provided for public health re- 
search under the National Health 
Plan. 

Under the direction of Dr. M. A. 
Cox, professor of preventative den- 
tistry, a study will be made of the 
effect of sodium fluoride on tooth 
decay. The influence of diet on the 
effectiveness of sodium fluoride will 


what price beauty 


Distributors of private brand cosmetics 
frequently plan to add a new product 
to their line with only one definite factor in €) ® 
mind —the price. It is the duty of a good cosmetic ly 
chemist to meet that price in formulating ‘ 


a product that will do the job. This 


requires a special combination of skill, 


experience, imagination and 


merchandising know-how. 


For over 40 years, we have served leading 
American private brand manufacturers 
with the skill, experience and imagination 
that have brought their products outstanding 
sales success. We would enjoy working for 
your success if you have a product or 


price in mind. 


Feel free to consult us immediately. There 
is no profit on a product in the mind. 


KLINKER 


MANUFACTURING COMPANY 
9210 BUCKEYE ROAD e CLEVELAND 4, OHIO 


MANUFACTURERS OF PRIVATE LABEL COSMETICS 
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also be studied. The Department 
said this is the first study to be made 
in Canada on sodium fluoride when 
applied directly to the teeth. 


Innis, Speiden 
Appointments 


Iwo new appointments by Innis, 
Speiden & Co., New York, N.Y., 
have been announced by W. H. 
Shetheld, ]r., vice-president. 

E. T. Ladd, vice-president and 
works manager, has been made vice- 
president in charge of the Isco 
Chemical Division. C. H. Berle, who 
was appointed assistant works man- 
ager a year ago, has been made 
works manager of the Isco Chemi- 
cal Division. 


Hercules Powder 
Report 


he 1948 annual report of Her- 
cules Powder Co., Wilmington, Del., 
shows a net income after all charges 
of $10,947,062. After payment of 
$437,440 dividends on_ preferred 
stock, net income applicable to the 
common stock was equal to $3.99 a 
share. 

In 1947, the company net was 
$12,934,430. 


) 
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Cottrell Vacationing 
in Florida 


Herbert Cottrell, manager of the 
chemical department, Innis, Spei- 
den & Co., New York, N.Y., is vaca- 
tioning in Florida with Mrs. Cot- 
trell. 


Rogers Addresses 


ADACIOM 


‘Patents are the stimulus to prod- 
uct pioneering” said Edmund C. 
Rogers, in speaking before the 
monthly luncheon meeting of the 
Associated Drug and Chemical In- 
dustries of Missouri, at the Hotel 
Sheraton, St. Louis, Mo., February 
9. This talk was on “The Business 
Side of Patents.” 


Purely Personal 


RETAIL DRUGSTORE SALES 
in 1948 totaled 3,693,000,000, ac- 
cording to Department of Com- 
merce first estimates. The increase 
for 1948 is the smallest for any year 
since 1939. 


GEORGE W. PLASTOW has 
been appointed assistant wholesale 
sales manager for Bourjois, Inc. 
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By integrating the results of field work, 
factory, laboratory and literature Dr. 
Guenther and his colleagues have been 
able to give you this up-to-date, all-inclu- 
sive work. 


CHAPTER I-—-THE ORIGIN & DEVELOPMENT OF THE ES. 
SENTIAL OIL INDUSTRY. By George Urdang. The Beginning; 
From the 16th to the 18th Century; Modern Development; Pro- 
duction of Essential Oils in the United States of America; Gen- 
eral Principles of Present Day Essential Oil Production. 


CHAPTER II—THE CHEMISTRY & FUNCTION OF ESSEN- 
TIAL OILS IN PLANT LIFE. By A. J. Haagen-Smit. The Chem- 
istry of Essential Oils; The Origin of Essential Oils; The Func- 
tion of Essential Oils in Plants. 


CHAPTER III—THE PRODUCTION OF ESSENTIAL OILS: 
METHODS OF DISTILLATION, ENFLEURAGE, MACERA- 
TION, AND EXTRACTION WITH VOLATILE SOLVENTS. By 
Dr. Ernest Guenther. 


A. DISTILLATION OF ESSENTIAL OILS. Treatment of the 
Plant Material; General Methods of Distillation; Equip- 
ment for Distillation of Aromatic Plants; Practical Prob- 
lems Connected with Essential Oil Distillation; Hydro- 
distillation of Plant Material at High and at Reduced Pres- 
sure, and with Superheated Steam, Field Distillation of 
Plant Material; Rectification and Fractionation of Essential 
Oils, Hydrodistillation of Essential Oils at High and Re- 
duced Pressure, and with Superheated Steam. 


For Quick Delivery of This Valuable Book 


MOORE PUBLISHING CO., Book Dept., 9 East 38th St. 
New York 16, N.Y. 


Check (or money order) for $6.00 per copy enclosed. 
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Volume I of THE ESSENTIAL OILS—first in a series of volumes that at last brings the en- 
tire subject of essential oils, synthetics and isolates up to date. 


THE ESSENTIAL OTILS 


BY ERNEST GUENTHER, Ph.D. 
Vice President and Technical Director of Fritzsche Brothers, Inc., New York, N. Y. 


WITH THE COLLABORATION OF LEADING EXPERTS. Volume I Now Ready! 


Please send me .......... copies of Ernest Guenther’s THE ESSENTIAL OILS, Vol. I. 


Name. Satis RaDEN MCR REASSAR eRe we Position 
Address «.+++e Company . 
City «ED Aah saccer TE. 


$6.00 POSTPAID 


B. NATURAL FLOWER OILS. Extraction with Cold Fat (En- 
fleurage) —Preparation of the Fat CORPS, Enfleurage and 
Defleurage, Alcoholic Extracts, Absolutes of Enfleurage, Ab- 
solutes of Chassis; Extraction with Hot Fat (Maceration) 
and Extraction with Volatile Solvents—Selection of the Sol- 
vents; Apparatus of Extraction; The Evaluation of Natural 
Flower Oils and Resinoids. 

C. CONCENTRATED, TERPENELESS AND SESQUITER- 
PENELESS ESSENTIAL OILS. 


CHAPTER IV—THE EXAMINATION & ANALYSIS OF ES. 
SENTIAL OILS, SYNTHETICS, AND ISOLATES. By Edward 
E. Langenau. Introduction; Sampling and Storage; Determina- 
tion of Physical Properties; Special Tests and Procedures; De- 
tection of Adulterants; A Procedure for the Investigation of the 
Chemical Constituents of an Essential Oil. 


APPENDIX—Use of Essential Oils; Storage of Essential Oils; 
Tables of Boiling Points of Isolates and Synthetics of Reduced 
Pressure; Conversion Tables. 

You will find Volume I indispensable for 

complete, up-to-date information on the 

Chemistry, Production and Analysis of Es- 
USE sential Oils. Well-indexed for convenient 
reference. 448 pages, illustrated. Priced at 
$6.00 postpaid. 


THIS 
COUPON 


TODAY 







These experts collaborated with Dr. 
Guenther in preparation of Volume 
i 








A. J. HAAGEN-SMIT, Ph.D., pro- 
fessor, Bioporganic Chemistry, Cali- 
fornia Institute of Technology, Pasa- 
dena, Calif. 


EDWARD E. LANGENAU, B.S., Di- 
rector of Analytical Laboratories, 
Fritzsche Brothers, Inc., New York, 
N.Y. 


GEORGE URDANG, Ph.G., D.Sc. 
Nat., Se.D., Director, American In- 
stitute of the History of Pharmacy, 
Madison, Wisc. 


Succeeding volumes will be devoted 
to the individual oils, their chemical 
constituents, botanical and  geo- 
graphical origin, specific methods of 
production, physiochemical proper- 
ties, assay and use. 
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OTTO J. HAJEK has been made 
assistant to the general sales man- 
ager of the Pepsodent Division of 
Lever Brothers Co. 


C. WILLIAM LEMKAU has 
been appointed manager of con- 
sumer products sales promotion for 
E. R. Squibb & Sons. 


JOSEPH KEHO was the guest 
speaker at the March luncheon 
meeting of the Cosmetic Industry 
Buyers and Suppliers Association, 
held March 15, Toots Shor’s Restau- 
rant, 


JOHN E. GARIZIO has joined 
the technical service and sales di 
vision of the Reheis Co., Inc. 


ANATOLE ROBBINS is bring- 
ing out its Prismatic Make-Up in 
tube form. 


HELENE CURTIS  INDUS- 
PRIES, INC., has announced that 
its advertising and promotion 
budget for 1949 is the largest in its 
history. 


MILKMAID’S new Spring colon 
for lipstick and nail lacquer is Pink 
Strawberry. 

MONSIEUR RAYMOND BAR- 
BAS, president of Jean Patou, Paris, 


BENJ. 
Essential OF/ 


has been appointed a Chevalier in 
the Legion of Honor. 


DAGGETT & RAMSDELL is of- 
fering its annual promotion of 
Golden Cleansing Cream for the 
months of March and April. 


HIRESTRA LABORATORIES, 
INC., is introducing a new line of 
home hair preparations. The prod- 
ucts are: Hormone Hair Beauty, 
Shampoo, and Scalp Conditioner. 


Lady passengers on the Trans- 
Atlantic operations of the British 
Overseas Airways Corp., are pro- 
vided with Speedbird Beauty Kit by 
ELIZABETH ARDEN. 


EVELYN ZUBECK has come 
from the cosmetic division of Best 
& Co. to become a beauty consultant 
for Dermetics, Inc. 


ERIC DE KALB has been made 
art director and PHILIP LIBSON 
has become purchasing agent for 
Gourielli, Inc. 


GULLAN PERSSON, sister of 
Curt Persson, Swedish distributor of 
Dermetics, has returned to Sweden 
from a pleasure-business trip to the 
U.S. She will travel throughout 
Sweden for her brother, introducing 


FRENCH, 





Dermetics to retailers and training 
sales personnel. 


Reductions of up to 8 per cent in 
air freight rates on cosmetics, es- 
sential oils, perfumes and_ toilet 
preparations between New York 
and Western Europe have been an- 
nounced by SEABOARD & WEST- 
ERN AIRLINES. 


RITA WINSTANLEY, former 
assistant advertising and publicity 
director, will handle advertising 
and promotion under Miss Coch- 
ran’s direction for Jacquelin Coch- 
ran. 


TUSSY will feature its first pro- 
motion of Creamy Masque begin- 
ning March 25 and ending April 30. 


RAYVE HOME PERMANENT 
is sponsoring Winner Take All. 


JACOB RECK, counsel for the 
National Beauty and Barber Manu- 
facturers Association, has become 
manager of the Association, with 
the title of executive vice-president. 


R. N. W. HARRIS, president of 
Toni, has been named one of the 
Ten Outstanding Young Men of 
1948, by the U.S. Junior Chamber 
of Commerce. 


INC. 


Abele Cietuails 





DESCOLLONGES 
PRODUCTS 


MUGUET FLEURS A 


The perfect synthesis of the exquisite lily-of-the-valley perfume has been 
accomplished in our essence Muguet Fleurs A. 


LILAC FLEURS B 


A fine reproduction of the perfume of the fresh Lilac Blossom at a very 


reasonable cost. 


160 FIFTH AVENUE 
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BASIC MATERIALS 


ilac Supreme 


for the drug and cosmetic 
manufacturer who is looking 

for low cost perfume, toilet water 
and colognes of high odor value. 


Samples and information gladly 


urnished upon 


request 


ROMATICS, Ine. 
|| | 136 Liberty Street 

| || New York 6, N. Y. 

| 
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MARKET REPORT 


The Trend Is Down 


HE extended decline in ethyl alcohol prices and re- 

ductions in stearates, orange oil and acetone were 
among the highlights in the raw materials markets over 
the past month. The series of reductions in alcohol that 
started back in November carried the market close to the 
1941 price. Observers in the trade recalled the fact that a 
decline in the alcohol market prior to the 1929 break in 
commodities occurred about six months before the gen- 
eral slump came. However, economic conditions are so 
different today that it can hardly be expected that history 
will repeat itself despite the fact that alcohol remains a 
basic chemical produet. 

‘The most interesting development in the current alco- 
hol decline, however, is the competitive situation be- 
tween ethyl alcohol and isopropyl alcohol as producers 
continue their drive to maintain their position in the rub- 
bing alcohol field. Although reasonably good quantities 
of isopropyl alcohol go into the manufacture of protec- 
tive coatings, makers appear unwilling to lose a good por- 
tion of the rubbing alcohol trade which is estimated at 
about a half a million gallons a year, 


WIDE SPREAD ON ORANGE OIL 

There was a wide spread in the prices of orange oil 
named by the California Fruit Growers Exchange and 
independent producers but toward the close of last 
month a decidedly better tone developed since substan- 
tial purchases took most of the surplus quantity of cheap 
orange oil out of the market. Buying of lemon oil was in 
somewhat better volume and with the approaching 
spring season, a further broadening in activity is antici- 
pated for the account of beverage manufacturers who 
normally anticipate their summer requirements at about 
this time of the year, 

Among the seed and spice oils, cardamom was ad- 
vanced rather sharply by some houses. Raw material 
prices were high and very strong. Although fluctuations 
in clove oil were rather narrow the trend was definitely 
upward reflecting the high cost of buds both from Mada- 
gascar as well as Zanzibar. Spot prices on oils dill and gin- 
ger were likewise firm. ‘There was very litthe Cohin o1 
Jamaican ginger obtainable, thus the burden of the de- 
mand for the spice was largely being carried out of the 
supply of the African variety. Aromatic chemical manu- 
facturers are looking forward to a steadier market fon 
their products in the months ahead especially in the case 
of those isolates that normally reflect fluctuations in es- 
sential oils. The higher alcohols bear close watching, 
however, in the light of the recent turn of events in fats 
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and in fatty oils. These have been easy in movement. 

With deliveries of synthetic glycerin moving out at a 
fair rate at a price of .2233 cents per pound, f.o.b., Texas, 
it only appears to be a matter of a short time when a 
break in natural glycerin prices will be noted. The break 
in the natural glycerin hinges on the amount of synthetic 
glycerin that will appear in the market in the future. The 
demand for natural refined glycerin continued in good 
volume over the past month but trade in crude glycerin 
was inactive since few refiners seemed willing to be long 
on crude supplies for fear that the long anticipated break 
in natural glycerin prices would be noted in March. 
There was no great accumulation of crude material in 
non-refiners’ hands despite a quieter tone to the market. 
Not more than fifteen tank cars were on hand in the mar- 
ket, a relatively small quantity compared with a normal 
monthly demand for crude which runs between 15,000,- 
000 to 18,000,000 pounds. 

A further decline is anticipated in menthol because of 
the more favorable shipping prices quoted from Brazil. 
The spot market is likely to decline to around $7.40 per 
pound duty paid before a reversal in the trend can be ex- 
pected. Reports from the Far East are not very favorable 
regarding future supplies. China has little material to of- 
fer and the prices quoted for new crop Japanese menthol 
are far out of line with the quotations prevailing here. 


EXPORT CONTROLS LIFTED 

‘The weakness in lard, grains and other closely related 
articles over the past month was reflected in cottonseed 
oil, corn oil tallow and grease carrying prices in some in- 
stances below OPA levels. Soapmakers purchased a mod- 
erate quantity of tallow and grease on the decline and 
then withdrew from the market. Export controls were 
lifted on most inedible oils and fats to all areas except to 
Europe. The oils and fats decontrolled included tallow 
and greases, flaxseed, linseed oil, all soaps, fish oils, olive 
oil foots, stearic acid, oleic acid, neatsfoot oil, vegetable 
oil fatty acids, vegetable oil foots and soap stock. 

The general softening developments in the industrial 
solvents market over recent weeks led by the drastic 
plunges in industrial alcohol over the past two months 
resulted in a decline of a full cent a pound in acetone and 
a 6 cent a pound reduction in diethyl phthalate. ‘The re- 
duction in the latter article was regarded by some as more 
or less of a feeler or an attempt on the part of makers to 
find out whether it would stimulate sales. The reduction 
was accompanied by rumors in the trade to the effect that 
some of the other phthalates might possibly follow. 
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CYCLONOL 


CHARACTERISTIC ODOR and 
COOLING EFFECT OF MENTHOL 


Cyclonol is chemically 1-methyl-3-dimethyl-cyclohexanol- 
(5). Graphically the structural formula is given in Fig. 
1. It may be considered a lower homologue of sym- 
metric or meta Menthol which has the structural formula 
shown in Fig. 2. 
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FIG. 1 FIG 2 


Cyclonol replaces Menthol satisfactorily in shaving 
creams and lotions, liniments, analgesic balms, ointments 
and similar preparations. It has also been accepted by 
the U. S. Treasury Department as a Denuturant for 
alcohol in place of Menthol U.S.P. 


W. J. BUSH & CO., INC. 


LICENSED DISTRIBUTORS 
11 EAST 38th ST. NEW YORK 16, N. Y. 





INTERESTING 
ACETYLENIC CHEMICALS 
for the 
AROMATICS INDUSTRY 


These compounds are pure, synthetic products which 
should prove of interest to the perfume and flavoring chem- 
ist. We invite you to explore their potentialities and ap- 
plicabilities in your search for new and better products. 


2-Heptyn-l-ol 1-Ethynyleyclohexanol 
2-Octyn-l-ol 3-Decyne 


2-Nonyn-l-ol 1-Dodecyne 

3-Heptyn-l-ol Phenylacetylene 
3-Octyn-l-ol 2-Hexynylaldehyde Aceial 
3-Nonyn-l-ol 2-Heptynylaldehyde Acetal 
4-Octyne 2-Octynylaldehyde Acetal 





FARCHAN 


Samples Available on Request 


Farchan Research Laboratories 
609 EAST 127th STREET DEPT. P 
CLEVELAND 8, OHIO 
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APPLIES GUMMED LABELS 
TO FLAT OR SEMI-ROUND f~ 
BOTTLES IN SIMPLE = 
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TRY IT in your factory 
for 10 days! 


Send for Trial Offer Plan 
and descriptive literature. 


Territories Available 


MANDEL PRODUCTS CO. 


207-15 Astor St. 
Newark 5, N.J. 


a ee ee 
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——— See 


e 
C ONSTANT research, skillful blending and ® 
development of subtle aromatics by the 
Perfume Chemists of N.B.W. assures the 





quality of its Essential Oils, Aromatics and 


Floral Creations. 


To be sure of constant high quality and lasting 
consumer acceptance of your products . . . 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 
business since 1920. 


NEUMANN-BUSLEE . WOLFE 


Lis 
Pre ee TG Ct ee 
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ESSENTIAL OILS 


~~ 


‘itronella, Ceylon 


TD vicsasdesdneies 
Cloves, Zanzibar 

a 

Almond Bit, per lb. ...... 4.90@ 5.00 errr rere 

cet nkkekaenaaces 4.50@ 5.25 CO acceniuewee ace 

BE dekbevsuaune 804 85 Eee 

Apricot Kernel ......... 50@ ~~ 58 EGE eecdanvvcanwse 

Amber, rectified .......... Nominal Dac eukewenei 

Angelica Root ........... 180.00 Nom’ Eucalyptus ........... 

BE TW Be wiedeccknes 95@ 1.00 Fennel, Sweet ........ 
Aspic (spike) Span. ..... 150@ 1.75 Geranium, Rose, Algerian . 

Suvédeteeeenemas 110@ = 1.50 neces ban 

PGbhees NeVerRncennis 1.35@ 2.50 PE ncdannenves 

ED coup edentuvaaawa 3.75@ 4.15 CN saneance causes 

ND. “sci ecnaeceenes 2.00@ 2.75 Guaiae (Wood) ...... 

Birch, CWOEE ccccvsceceses 3.00a 5.00 Hemlock ical ae te al 

Birchtar, crude ........... 115@ = 1.35 Juniper Berry ........ 

Birchtar, rectified ........ 3.95a@ 4.00 ee OS ae 

Bois de Rose ............. 3.10@ 3.50 RO, sive etenwens 

Oy duerevecnnes A5@ 70 Lavender, French 


wed eee Ceee enon 2.00G@ 2.50 


so hvik 0 oh 0 DN a aeuvccuvticws 
Camphor “white” dom. .... 45@ ~~ 65 Lemongrass .......... 
Cananga, native .......... 4.00@ 4.75 Limes, distilled ...... 
SS Beer rrr etre 5.15@ 5.35 Expressed .......... 
cans advadoaweenwns £500 5.25 PE vutgids a kibwenc 
Cardamon ............... 32.00@ 36.00 Is ole ee load eal 
Cassia, rectified, U.S. P... 2.00@ = 2.30 PI einai won iens 
Se NE wccenwwevensows L1@ 1.25 Neroli, Bigarde P. 
NG ania es shes eawae4 2.00@ 2.25 Petale, extra ....... 
NE i ae cura ewa ga A5@ 60 PEED detanwenened 
Pie cet nce viaaeKEes 16.004 20.00 Ocotea Cymbarum 
Chamomile Roman ....... 250.00 Cc cccesecvaes 


MOUTH WAXES 


‘innamon bark oil 


Lemon, Calif. ........ 


PRICES IN THE NEW YORK MARKET 


CUDOONOOOEDNONDEGAONODOEOEODONGOOEONOEONOEOEONOROEORORODGOROROEOROEORORODOEOEODOROEOEODOREEODD DEORUREDOROREOODEGEOAOEOEOEONOEOHOAOROGUEORODUROEORORORUDODOOOOUREDEGUDEDEGEOESOOEDUGEONOEUEUOOEUGODOEOEUROCUGEUEDNDEOEOEOEONURUEORUROGOREDODODEOOOROEOEORODOROGODUDODAGUDEDUGEONGOOEOOOEOROROOOOUREDADEOEOGGEOOORUGORUDORCONEONOOOROROCOEOOOS 


4.35@ 5.00 
55a 80 


7.00@ 10.50 (Continued on page 259) 


CREAMS 


This Spermaceti should not be confused with interior 
hydrogenated sperm oils which are sometimes offered 
as Spermaceti The Plymouth Brand is the finest 
which can be produced and is produced from Gen- 
uine Sperm Oil by the cold pressing method. It is 
a very white crystalline wax containing no free oil. 
has a very low Iodine number and is free of any 
offensive odors. 


PLYMOUTH Oxzokerites 


We offer two grades One is the highest quality 
obtainable, 76°-78°C melting point and the other 
grade lower in price and of lower melting point 
66°-68° C. Both are guaranteed 100% Pure Bleached 
Ozokerites. 


PLYMOUTH Sun-bleached White Beeswax U.S. P. 


This is guaranteed to be a 100% Pure Beeswax and 
sun-bleached It is refined by the centrifugal method 
which removes all and every trace of foreign matter: 
We will gladly send samples. 


PLYMOUTH White Cirine Wax 


A special grade of White Ceresin Wax prepared tor 
the cosmetic trade Absolutely white and odorless. It 
has a melting point corresponding to that of Beeswax 
so that in using it in connection with Beeswax in 
cream any “lumpiness” is avoided. Its use will also 
produce a very glossy cream. 


We offer all grades of the U S.P fully-refined Paraf- 
fin Waxes. 


M. W. PARSONS 


and PLYMOUTH ORGANIC LABORATORIES, Inc. 


March, 1949 





(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


wseeees 3000@ 43.00 CN i cecindacerecens 30.00@ 37.00 
80@ 1.00 Orange, bitter ............ 340@ 3.85 
125@ 1.75 PN sx. fa dacueu ans 135@ 1.65 
115@ 1.30 Ce GG ci cesavicsiaws 160@ 1.75 
38.00@ 45.00 Orris Root, abs. (oz.) ..... 135.00 
8.50@ 12.00 BE S oedexcennuee 36.00 Nom’ 
4.80@ 5.25 Pennyroyal, Amer. ....... 3.25@ 4.10 
6.25@ 6.75 PI vocanwnnaaces 2.50@ 3.00 
8.00@ 8.60 Peppermint natural ....... 6.75a@ 7.00 
2.50@ 2.85 PEE ciceceensaees 7.25@ 7.50 
70@ 1.00 PE oc wrodecasuceuweie’ 2.85@ 3.50 
3.25@ 3.75 Pimento Berry ........... 1.85@ 5.25 
11.00@ 14.00 Pinus Sylvecivie .......6- 4.25@ 5.00 
9.00@ 11.80 PUIG gd aidacceccwccues 4.00@ 4.50 
6.50@ 7.85 Rose, Bulgaria (oz.) ..... 20.00@ 45.00 
7.35@ 8.00 Synthetic, Th. co. .ccccces 10.80@ 16.00 
2.25@ 2.60 Rosemary, Spanish ....... 95@ 1.25 
2.25@ 3.00 Sage, Spanish ............ 175@ 2.25 
5.25@ 5.80 Sage, Dalmation ......... 2.85@ 3.35 
.... 21.00 Nom’! Sandalwood, N. F. ........ 13.25@ 14.20 
1.70@ 2.35 Sassafras, artificial ........ 50d Br 
3.10@ 6.00 DOR cceeeccsadcaas 19.754 22.00 
2.55@ 2.75 WEN > ditacedacnnewes $1.75 5.25 
2.754 3.00 Re TUNE 6 desencadaxcas 2.35a@ 3.10 
1.75@ 2.00 WHEE Ui awawecaccuedwes 2.75@ 3.50 
4.25@ 4.90 Valarian .......cccccceses 2IMO@ 32.00 
9.75@ 11.00 Vetivert, Haitian ......... 10.75@ 13.00 
3.35@ 4.10 I ic ccudadcandcas 11.25@ 15.00 
95.00 Nom’ Wintergreen ............. 4.000 12.00 
1.600 6.00 WI ciéesaieacienes 3.25@ 3.75 
240.004 260.00 Ylang Ylang, Manila ..... 38.00@ 43.00 
130.00 190.00 WIE Ravaccdiccvasne 10.00@ 14.00 


OT 


A COMPLETE LINE OF COSMETIC RAW MATERIALS 





NNN L AHL 


KRANICGCH SOAPS 


NILLUNOUL LULU ULLAL 


COSMETIC 


* Liquid Castile Soap Shampoo 
* Liquid Coconut Oil Soap Shampoo 


PHARMACEUTICAL 


@ U.S.P. Green Soap 

@ U.S.P. Powdered Castile Soap 

@ Castile Bar, U.S.P. (40-Ib. cartons) 
@ Powdered Coconut Oil Soap 


%* Ideal for bottling. Never any sediment or precipitation. Our patented process assures brilliant clarity at all times. 


Patent No. 2,402,557 


Kranich Soap Company, Inc. 


55 Richards Street 


C onsoLiDATED 


Established 1858 FR U | T J A R C 0 > 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 


Brooklyn 31, N.Y. 


Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Isopropyl Quinoline ¢ Ethyl Anthranilate 
Isobutyl Quinoline ¢ Skatol 
Butyl Anthranilate 
Tertiary Buty! Quinoline ¢ Butyl Betanaphthol 


EAIRMOUNY 


CHEMICAL CO., INC. 


136 Liberty Street « New York 6, N. Y. 


OUTSTANDING EXCELLENCE 


.. « That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 
y 

are, consult us. Our expert advice will 

prove of great value to you. 


CHLOROPHYLL e@ SAPONINE 


INTERSTATE COLOR CO.» 


3 BEEKMAN 
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(Continued from page 257) 


TERPENELESS OILS 


EE, co cconpceucuenen 9.00@ 13.00 
MINEDE -ceavcaccucansces 65.00@ 68.00 
SOM © c ccayecéewenente 7.25@ 10.00 
DMD crtcdrenvcadedeans 30.00@ 38.00 
RO Csccuncabaaweuis 70.00@ 75.00 

DE cave ckchaceuneae 12.00@ 45.00 
COVERS SWEET ...ccccccccus 85.00@ 105.00 
WOOO cicciccecccsees 13.00@ 14.85 
PUREED wvieniecsenncsane 5.50@ 7.25 
PGRN incvacaeucsenws 9.00@ 12.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% ....... 190@ 2.75 
Acetaphenone ............ 150@ 1.75 
i Le arr 2.40a 3.00 
ee  ogedweus tusk eneen 14.004 
DO a istR ouaweauauace ens 2404 3.00 
Gree Kdeaviaakeeeawenie 14.504 
SOG: ccnccneceskewehakne 240@ 2.85 
Aldehyde C 8 ............ 11.00@ 12.00 
J errr rerrrr rere 17.50@ 19.00 
Sel weccacetnebenevacas 7T00G 8.50 
ee, piciacdsiewens nace’ 19.254 22.00 
Gee cduxdacnersantaewed 12.504 16.00 
C14 (Peach so-called) 7.00@ 8.75 
C 16(Strawberry so-called) 7.25@ 8.20 
NE OUND co ccccccceces 55a 75 
Amy] Butyrate ........... 85a 1.10 
Amyl Cinnamate ........ + 450@ 5.80 
Amyleinnamic Aldehyde .. 2.80@ 3.10 
Amyl Formate ........... 95a 1.20 
Amyl Phenyl Acetate ..... 3.504 4.00 
Amyl Salicylate .......... 80@ 1.00 
Amyl Valerinate ......... 175@ 2.15 
PEE (KGa centeianerekun 60@ 75 


Anisic Aldehyde ......... 2.50@ 3.00 


THE VANDERBILT LABORATORIES 


a 





at low solids. 


Benzophenone 
Benzyl Acetate ........... 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate .......... 
Benzyl Cinnamate ........ 
Benzyl Formate .......... 
Benzyl-Iso-eugenol 
Benzyl Propionate ....... 
Benzylidene Acetone ..... 
DINE cvcekeunscvenss 
Butyl Acetate, normal .... 
‘tinnamic Alcohol ........ 
‘innamic Aldehyde ...... 
‘innamyl Acetate ........ 
‘innamyl Formate ....... 
ES Cae e Renvanvcscuwes 
ME ec ivadhinde wads 
‘itronellyl Acetate ....... 
DE + .etctenetetacas 
Cuminie Aldehyde 
Diethylphthalate 
Dimethyl Anthranilate 
Ethyl Acetate ............ 
Ethyl Benzoate .......... 
Ethyl Butyrate ........... 
Ethyl Capronate 
Ethyl Cinnamate ......... 
Ethyl Formate 
Ethyl Propionate ......... 
Ethyl Salicylate .......... 
Ethyl Vanillin 
error. 
Eugenol 
Geraniol, dom. ........... 
Geranyl Acetate .......... 
Geranyl Butyrate 
Geranyl Formate ......... 
Guaiac Wood Acetate ..... 
Heliotropin, dom. ........ 
Hydrotropic Aldehyde .... 


a i i i i fl flim 


~ 


1.25@ 
60d 
10@ 

1.054 

2.00 

3.60 

2.00@ 

9.00@ 

1.65@ 

2.25 


5.75@ 


191444 


3.10@ 
1.15@ 
3.85@d 
10.004 
3.454 
3.404 
3.95@a 
3.00@ 
7.75@ 
45a 
5.00@ 
364 
15a 
10a 
3.654 
2.454 
65a 
15@ 
85a 
6.75@ 
1.70@ 
1.75@a 
3.00a 
3.154 
5.754 
6.004a 
6.004 
2.804 
6.75@ 


wtanwneonr ene 





—_ 
~~ 


Wie Wal 
oouwnuv 


a. 
a 


4.90 
13.00 
4.00 
4.10 
5.40 
3.25 
10.00 
00 


d.40 
AO 
0 
85 


4.25 













Hydroxycitronellal ....... 6.75@ 
SN Ga Ne -dcaweeetawsas 18.25@ 
Ionones 
DNs Kau duxacaadexe ting 7.50@ 
DE cca vkdavcceunswe 4.754 
INE cckes cedures 1.30@ 
Iso-butyl Acetate ......... 1.00@ 
Iso-butyl Benzoate ........ 1.35@ 
Iso-butyl Salicylate ....... 2.15@ 
SOMO ce ccdcadancaes 3.35@ 
DRE cddvcwdccevedcas 2.00@ 
CNN 4 counudeuswewnds 4.25@ 
Linalyl, Acetate 90% ..... 1.10@ 
We ikbatcaxaceuctineas 3.85@ 
Linalyl Benzoate ......... 10.50@ 
Linalyl Formate .......... 10.25@ 
Linalyl Propionate ....... 9.50@ 
eS eer er 8.904 
Methyl Acetophenone ..... 1.35@ 
Methyl Anthranilate ...... 2.25@ 
Methyl Cinnamate ........ 1.60@ 
Methyl Eugenol .......... 4.00@ 
Methyl Heptenone ........ 6.25@ 
Methyl Heptine Carbonate 45.00@ 
Methyl Naphthyl Ketone .. 3.00@ 
Methyl Phenylacetate ..... 1.65@ 
Methyl Salicylate ......... A0@ 
Musk Ambrette .......... 5.65@ 
MI Saacadnecasacees 4.654 
UUNG. oxusccediewsccxs 1.604 
Neroline (ethyl ether) 2.00@ 
Paracresyl Acetate ........ 2.154 
Paracresyl Methyl Ether .. 2.40@ 
Paracresyl Phenyl-acetate 4.754 
Phenylacetaldehyde 50% .. 2.75@ 
WOON ei wincdnecuadeeiey 4.10@ 
Phenylacetic Acid ........ 1.654 
Phenylethyl Acetate ...... 1.70@ 
Phenylethyl Alcohol ...... 1.55@ 


(Continued on page 261) 


ee i iit cas 8 


Ve e g U m Magnesium 


Aluminum Silicate 
VEEGUM is a hydrophyllic colloid forming high viscosity gels 


Its unique combination of properties points to various applica- 
tions...as a binder, emulsifier, lubricant, film former, dispersant, 
suspending agent and thickener. 
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R. T. VANDERBILT CO., INC. * Specialties Department * 230 PARK AVENUE, NEW YORK 17, N. Y. 


March, 1949 
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You'll want this New, Fact-fiiled Book. It contains over 
65 photos and diagrams, some full page size, showing 
our complete line of Stainless Steel Equipment, numer- | 



















ous plant installations, design variations, application 
and performance data. Write Alsop Engineering Corp., 


cosmmelic comlainer 403 Rose Street, Milldale, Conn. 
: Ww ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators | 





Elke Perfume Bases 


for Perfumes, Toilet Water, Colognes. Lotions, | 
Powders. Creams, Lip Sticks & Deodorants 


COLORODORS 


(Combined Color & Perfume Oil) 

for Bath Salts. Bubble Bath, Hair Oils & Deodorants 
(Any Odor & Color Combination) 

$5.00 & $2.50 Per Pint $36.00 & $18.00 Per Gallon 


WATER SOLUBLE PERFUME OILS 


for Sprays. Liquid Shampoos, Deodorants & Disinfectants 
$2.00 Per Pint $14.00 Per Gallon 


SERIES 300 OILS 


for Low priced Toilet Waters, Hair Tonic, Hair Oils, 
Lotions & Liquid Soap 
$3.25 per Ib. In 5 Ib. quantity $3.00 per Ib. 


Exquisite PERFUMES IN BULK 


Samples cheerfully furnished 
‘rite for our price list 
For 30 years we have served a satisfied clientele 
Our Consulting Department is always ready to 
assist in solving your problem 


kK. M. Laning Company 


433 Stuyvesant Ave. Irvington, N. J. 
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(Continued from page 259) Boric Acid, U. S. P., ton . . .129.00@ 133.50 Rosin, M. per cwt. ........ 8.75@ 


Calcium, phosphate ...... 08@ 08% GURENENO OEE ccccnecncess A0@ A2 
Phosphate, tri-basic ..... .0660@ .0730 Saponin No. . eee os 2.45@ 

. eit Camphor pwd., domestic ... .72@ «74 Silicate, 40°, drums, works, 

caeee een , aoe 4.80 Castoreum, nat., cans ..... 12.00@ 45.00 ; 100 pounds aay atte aa 1600@ 1.35 

Phenvlethyl Prox tonate ... 3.65@ 450 Cetyl, Aleohol ........... 195@ 2.40 Sodium Carb. : 
bonysetny: Eropeomate ... 2.09 . Chalk, precip. bags, clts ... 027%,@ 03 58% light, 100 pounds .. 1.60@ 2.70 

Phenylethyl Salicylate .... 4.60@ 5.00 Cl L: 1 W: , Hvdroxide. 76% lid. 100 

a ie am * ‘therry Laurel Water, jug, ydroxide, 76% solid, 

Phenylethyl Valerianate .. 6.25@ 7.00 al 1.75@ 2.25 aeeialel 3.05@ 420 

Phenylpropyl Acetate ..... 4.50@ 5.10 a aoe } 7 “ 4 ie eer Se ees Ses ‘1a 3 

Safrol 68a 85 Ce iar ce aeuene 244,@ 26% Spermaceti ..... yee vecesee 41@ A 

Seatol c Pp. ae 3 50@ 4110 Cy GE vcd ccudncuas’ 6.00@ 20.00 Stearate Zine U.S. P. ..... A2a 43 

ee eee eeeoneee » 30@ 3 00 Cocoa, Butter, bulk ....... 66@ 68 Styrax 2... eee eeeeeeeeeees 1.40@ 1.85 

iio 400@ 4.50 Cyclohexanol (Hexalin) .. .2144@ 22 Tartaric Acid ............ « 3744@ 3844 
a anne cana aan Fuller’s Earth, Mines ton .. 27.00@ 30.00 Tragacanth, No. 1 ........ 3.05@ 3.65 
(guaiacol) ............. 3.00G 3.5 Gtycstia, GC. Pe cccissiccs. 2 Triethanolamine ......... . 21144@ 22% 
Lignin a ees ae oes Gum Arabic, white ....... 334 35 Violet Flowers ........-.. 2.00 Nom] 

V aeeee ACMMe «00s ereres 30.00 @ 37.50 PE bkWdeearsseadcon 124@ «14 Zine Oxide, U.S. P. bbls. . .164%@_ .17 

Violet Ketone Alpha ..... 7.45@ 10.50 C Riesneie. Gh 3.50@ 3.85 

Yara Yara (methyl ether) . 2.15@ 2.60 ~ a veeeRe “a ~~ 

Ce 38a A5 OILS AND FATS 
Gum Galbanum .......... 20@ 1.00 
BEANS Get BE yreh ov civccccccvces 38Q@ A2 Castor cold-pressed tanks . .2144@ 
He ee we wced nde keraa 25a 27 0c og .¢ , Atla ic 

Tonka Beans Surinam .... 90@ 100 Kgoli e200 00 00 mS ae. 

Angostura RnSee Tee es 85: 1.75@ 1.80 DA acectiwnadsawes 5.00@ 7.00 Corn, crude, Midwest, mill, 

Vanilla Beans F ‘ Lanolin, hydrous ......... 18@ 20 a eke ee meas 174@ 
Mexican, whole ........ 5.00@ 5.80 a ere 22@ 24 Corn Oil, refined, tanks .. .2044@ 
Mexican, cut .......... 4.500 5.00 Magnesium, carbonate ....  .11@ 124 Cottonseed, crude, tanks .. .1644@ 

Bourbon eee e ee eeeeeenees 5.25@ 6.00 TN i cavckancameuns 43@ Ad Grease, WENO 2 6..cccsces. 10% Nom’ 
Tahati ........0eseeeee, 3.00@ 3.25 Sia cee weeees 25.00@ 55.00 Lard, Chicago tKGeeuddedens 17 Nom’) 

Olibanum, SR. iiacewnnas 264 35 Lard Oil, common, No. 1 
SUNDRIES AND DRUGS oS Cree 11@ = BB CN ac adacsetecwtaws 17@ 17% 
Orange Flower Water, gal. 1.75@ 2.25 Pee GUO dc ddaadecawers 2244@ 23 

ON i eucwe wewens 09a 14 Orris Root, Italian ........ 244 35 Peanut, refined, tanks 22@ 

Ambergris. ounce ....... 8.50@ 18.00 PE avdwgr0s 4 keg eciumhs 055%4@ 07% Red Oil, single distilled 

Balsam, Copaiba ......... 65@ 90 Peroxide (hydrogen U.S. P.) GE secdtieticaweusus 174@ 

De cleo eNekkseenecen’ 85@ 1.05 DS cav@ehuecaeieneaee it 033544@ 05 Stearic Acid 

Beeswax, bleached. pure Petrolatum, white ........ .0634@ 083% ‘Remeee Presed « cccciccs é 243544 
Mea o: 5.0 wished ea owe’ 10@ ~~ «473 SS eer 1.20@ 1.50 Double Pressed ........ 22444 
Yellow, refined ........ 61@ 63 Pe COMES cciedénenneas Nominal Tallow, acidless, drums... .17@ .17%4 

Bismuth, subnitrate ....... 2.304 Rose flowers, pale ........ AD@ 50 Rees CNG 6c dacscccces 105444 

Borax, crystals, carlot ton . 79.50@ 99.50 Rose Water, jug (gal.) .... 2.25@ 3.00 Whale oil, refined ........ Nominal 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
are wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known. Bush specialties 
are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS... AROMATIC CHEMICALS . .. NATURAL FLORAL PRODUCTS 
11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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CLASSIFIED ADVERTISEMENTS 


Rates, per line, per insertion: Business Opportunities, $1.00; Situations 
Wanted and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


WANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—Filling Machines. No deal- 
ers. Write Box 2353, The American Perfumer and Essential Oil 
Review. 


WANTED Chemicals, Colors, Pigments, Resins, Solvents, Oils, 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment. CHEMICAL SERVICE CORPORATION, 80 Beaver St., 
New York 5, N.Y., HAnover 2-6970. 


FILLING, labeling and packaging concern with a warehouse and 
plant wishes to contact chemists to finance their own manufactur- 
ing of allied drugs, industrial and commercial chemicals to be 
sold to all trades on a share profit basis. Write Box #2807, The 
American Perfumer. 9 E. 38th St.. N. Y. 16, N. Y. 


French Fragrance Creator offers advice to raw material manufac- 
turer by formulas for Perfumery Compounds. Harlan, 13 rue 
Carle Hebert, Courbevoie (Seine) France. 


French Firm located in Grasse, France manufacturing aromatic 
chemicals and perfumer specialties is seeking an American firm 
well introduced in the perfume trade to act as its agent in the 
United States. Write in confidence to Box #2808, The American 
Perfumer, 9 E. 38th St., N. Y. 16, N. Y. 


FINANCIALLY RESPONSIBLE PARTY TO MANUFACTURE, 
PROMOTE AND FINANCE NON BARIUM, ODORLESS DE- 
PILATORY. NEGOTIATIONS HELD IN STRICTEST CONFI- 
DENCE. WRITE BOX 2819, American Perfumer, 9 E. 38th St., 
New York 16, N. Y. 


We want to dispose of all or part of our stock of approximately 
225 lbs. of an exceptionally fine perfume oil. This compound was 
bought by us (we are a private brands firm) from one of the lead- 
ing essential oil houses at $58 per pound and is similar to one of 
today’s best-selling deluxe perfumes. This would make an excel- 
lent toilet water or cologne for a special promotion or for an ex- 
port item. These oils were purchased for a customer who went out 
of business. We are therefore willing to make a substantial sacri- 
fice to recuperate a part of our investment. Write Box 2818, 
American Perfumer, 9 E. 38th St., New York 16, N. Y. 





Important Italian industry producing natural and synthetic es- 
sences seeks collaboration of important American corporation 
dealing in similar products of financial group in order to develop 
production and exportation between Italy and the United States. 
Write Box 2817, American Perfumer, 9 E. 38th St.. New York 16, 
N. Y. 


French Perfumer Chemist at the height of knowledge of, and ex- 
perience in, the Art of Perfumery. Duplication of outstanding per- 
fumes and creation of new ones with truly distinctive characters. 
Offers his services on a highly confidential basis as a consultant or 
other possible arrangement. Box #2806, The American Per- 
fumer, 9 E. 38th St., New York 16, N. Y. 





LONDON, ENGLAND, manufacturers require well-introduced 
agents in main centres of U.S.A. and Canada. Specialties include 
individual Bases and Perfume Essences of outstanding quality for 
all purposes. Would entertain one organization in U.S.A. and one 
in Canada if adequate cover assured; otherwise preference for 
separate agents in each major industrial area of each country. 
Write initially, in confidence. to Box #2816, The American Per- 
fumer, 9 E. 38th Street, New York 16, N. Y. 
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FOR SALE 


FOR SALE:—6—Colton 3DT single punch, Tablet Machines. 
%”, belt drive. 4% HP motor; 2—Colton F, 34” belt; 1—Colton 


#41, 1144"; 5—Stokes Rotary RD1 and RD4, 1”; 1—Stokes Ro- 
tary DD dbl. hopper, clutch pulley and 5 HP motor; 8 Dry Pow- 
der Mixers, 50% to 2000#%; 1—Standard Knapp #429 Auto. 


Carton Gluer-—-Compression Unit; 9—World or Ermold Semi- 


automatic Labeling Machines; 2—World Rotary Automatic La- 


bellers, motor driven, late serial number; 1—Stokes 79-80 Filler. 
Closer, Clipper. motor driven; 60—Stainless Steel, Aluminum, 
Copper, Glass lined, jacketed Kettles, some agitated; 1—Karl 
Kiefer Rotary 8-spout Vacuum Filler; 1—No. 2TH Micro-Pul- 
verizer; 1—No. 4TH; 66—Tanks; 26---Stainless Steel, 250, 350 
gal.; 40—-Aluminum 800, 650 and 250 gal. Send for latest copy of 
Consolidated News listing complete stock. We buy your Surplus 
Equipment. CONSOLIDATED PRODUCTS CO., INC., 14-15 
Park Row, New York 7, New York, Phone: BArclay 7-0600. 


HELP WANTED 


SALESMEN—UNUSUAL OPPORTUNITY—ATTRACTIVE OF. 
FER. Well established manufacturer of Aromatic Chemicals, Es- 
sential Oils and Perfume Compounds has openings for salesmen 
with knowledge of the business and a following in the trade. Re- 
plies will be treated confidentially. Our staff knows about this ad. 
Box #2803, The American Perfumer. 9 E. 38th St.. New York 16. 
mn. ¥. 


CREATIVE PERFUMER—Nationally known perfume house has 
outstanding opportunity for a creative perfumer. This man must 
be trained in the development of perfumes, colognes, etc. Primary 
emphasis, however, will be placed on creative ability in product 
development and improvement ideas. He should have five vears 
of effective experience. Salary open to the right man. Box #2815. 
The American Perfumer, 9 E. 38th St., N. Y. 16, N. Y. 


CREATIVE COSMETIC CHEMIST needed by outstanding com- 
pany in cosmetic field. The man we are looking for should have 
high creative ability, and a flair for developing new products, and 
improving old ones. A minimum of four years of top experience 
is necessary, a real opportunity for the right man. Salary open. 


Box #2814, The American Perfumer. 9 E. 38th St.. N. Y. 16. N. Y. 


PERFUMER—Creative with good experience purchasing raw ma- 
terials, compounding. Unusual connection old established firm 
selling direct to dep’t stores, domestic, fine markets. Salary over 
$10,000. Reply in complete confidence. Box #2820. The American 
Perfumer, 9 E. 38th St.. N. Y. 16, N. Y. 


SOAPMAKER-CHEMIST— Experienced fine toilet soaps. Willing 
assnme complete charge production for U.S. and export markets. 
Offer will appeal to the most responsible applicant. Our staff 
knows of this ad. Box #2821, The American Perfumer. 9 E. 38th 
a. N.Y. 16 N.Y. 


SITUATIONS WANTED 


SALESMAN essential oils, perfume and flavor materials. B.S. and 
graduate work in organic chemistry and engineering. Age 31. able 
and energetic. Seven years experience in development and sales in 
essential oils. Now employed, seeking better opportunity with 
first rate house. Box #2809, The American Perfumer, 9 E. 38th 
St, N.Y. 16, N.Y. 


PERFUMER—20 Years experience creating fine perfumes and 
duplicating consumer acceptances. Address Box #2811, The 
American Perfumer, 9 E. 38th St., N. Y. 16. N. Y. 


PERFUMER--Sound creative experience all types perfumes, also 
matching compounds. Write Box #2810, The American Per- 
fumer, 9 E. 38th St., N. Y. 16, N. Y. 





PERFUME CHEMIST—More than 20 years of fine creative work 
ens. Box #2812, The American Perfumer, 9 E. 38th St.. 
pe Ry ie Es 
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PROFESSIONAL SERVICE 


FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


44 Years of “RESULT PRODUCING" Service 
Proves Our Worth. The TRADES" Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS = RESULTS" 


GEORGE W. PEGG Ph. C. 


Consultant 
Cosmetics—Drugs—industrial Alcohol—Fiavoring Extracts 


Labeling—Advertising—Formulas 


152 W. 42nd St., N. Y. 18, N. Y. Tel.: Wisconsin 7-3066 
Washington address: 2121 Virginia Ave. N.W., 
Washington 7, D.C., c/o Or. George W. Hoover 


RESEARCH CHEMISTS & ENGINEERS | 


A staff of 75 including chemists, engineers, bacteriologists and 
medical personnel with 10 stories of laboratories and a pilot | 
plant are available for the solution of your chemical and engi- 
neering problems. | 
WRITE TODAY FOR BOOKLET NO. 2A 
“The Chemical Consultant and Your Business” 


FOSTER D. SNELL, INC. 
29 WEST 15TH STREET NEW YORK 11, N. Y. 


CENTRAL CONSULTING LABORATORIES 


Specialists in Foods, Drugs and Cosmetics 


Chemical, Microbivlogical and Biological Tests and Assays—F.D.A. Applica- 
tions—Toxicological and Allergenic Tests—Development of New Products, Per- 
fumes, Food Flavors—Package Design and Labelling—Clinical and Consumer 
Testing—Production Problems—Control Procedures—Industrial Applications. 


16 CLINTON STREET BROOKLYN 2, NEW YORK 


NOW AVAILABLE! 


COSMETICS & HOW TO MAKE THEM | 


By Robert Bushby 
Third Edition, 1945 . . . $3.00 postpaid 
MOORE PUBLISHING CO. 
Book Dept., 9 East 38th St., New York 16, N. Y. 





oPURE WHITE, 
@ EXTRA QUALITY | 
© ABSOLUTELY PURE 


© ABOVE U.S.P. STAND: | 
ARDS | 


@ Samples will gladly be sent | 


inoue : 


Serving The Trade for 97 Years 
THEODOR LEONHARD WAX CO., INC. 











HALEDON, PATERSON NEW JERSEY 
Western Distributer: A. C. Drury & Ce., 219 E. North Water St., Chieage, til. 


& Essential Oil Review 





ATTENTION-PERFUMERS 


NOW AVAILABLE 


Hydroxy Citronellal 
Geraniol 
Citronellol 
Rhodinol 


Replacements For Aromatic Chemicals, 


Essential, and Flower Oils 


SOAP and COSMETIC PERFUMES 
INDUSTRIAL ODOR MASKS 


Samples on Request 


SEELEY & CO.. INC. 


1 Main St. — Nyack, N. Y. 
Factories & Warehouses 


Los Angeles, Calif. Nyack, N. Y. 





@ A 100% pure, uniformly textured, white bees- 
wax that always retains its quality and consist- 
ency. Will not settle, turn watery or give a curdled 
appearance—emulsions remain stabilized even 
during long periods of shipment, storage and 
display. Write for complete information. 


WILL & BAUMER Candle Co., Inc., Syracuse, N. Y., Est. 1855 


Spermaceti Stearic Acid Ceresine Hydistear 
Composition Waxes RedOil Yellow Beeswax 


Founded 1854 


FEZANDIE & SPERRLE, Inc. 
205 Fulton Street, New York City 
HIGHEST STANDARD 


Colors and Dyes for Cosmetics, such as 


LIPSTICKS 
ROUGES 


PERFUMES 
LOTIONS 
FACE POWDERS SHAMPOOS 
MASCARA CREAMS 
SOAPS Etc. 


e 


Your inquiries are invited 
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JOHN HORN 835-899 TENTH AVE., NEW YORK 18, ILY. 


DIE STAMPING 


Telephone: 


COLUMBUS 5-5600 


ENGRAVING 
* 


EMBOSSING 


Cable Address 
HORNLABELS NEW YORK 
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